Tics 


9 


CHICAGO 
PUBLISHED 


WEEKLY at 100 
E. OHIO ST. 


DEL. 1337 


¢};. 


Vopy 


Tne 


vertising 


s oes 
‘ 


= n 


y MAY 1 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Entered as second-class matter Jan. 9, 1932 at the postoffice at Chicago, IU., under the act of March 3, 1879. 


| PUBLIC Livnnl’ 


2 1939 


a 


SECOND ST. 
BR. 9-6432 


Vol. 10, No. 20 


May 15, 1939 


10 Cents a Copy, $2 a Year 


Rough Proofs 


British publishers are reported to 
have turned down $30,000,000 
worth of German advertising. If 
the Reich would like to improve in- 
ternational relations in the United 
States, there are several spots 
where it should be possible to ac- 
commodate $30,000,000 or fraction. 
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Betty Petty has been helping out 
father in the advertising illustra- 
tion business, and now Gay Gerber, 
aged eleven months, is showing a 
pretty smile as she tells magazine 
readers why her heart belongs to 
daddy. 


. +. 


“The days of haphazard money- 
making are gone,” asserts Louis 
Porter, without offering a single ray 
of hope to those who depend on hap 
or wittingly risk hazard. 


. = * 


Maybe Mr. Porter means that you 
can no longer trust to throwing a 
wad of paper at the big board and 
insuring your vacation with the 
proceeds of the ensuing investment 
venture. 
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Business-men-are-human depart- 
ment: Textile World prints a pic- 
ture of a pretty lady exhibiting her 
pretty knees, with a caption about a 
new idea in making hosiery. 
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Formfit describes a nifty new 
lacing girdle as “Pagan Charm.” 
Eight to five it didn’t investigate 
the reaction of a pagan beauty to 
the suggestion that she permit her 
charm to be laced into a girdle. 
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Talking over the telephone to a 
lady about an advertising idea may 
have serious financial results, latest 
litigation reports indicate. Luke 
McLuke was practically an inno- 
cent when he wrote, “Do right 
and fear no man. Don’t write and 
fear no woman.” 
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“Orgies of price-cutting on stand- 
ard merchandise” were de- 
nounced by that eloquent de- 
nouncer, Bill Wachtel. You can just 
see the customers dancing wildly 
around the fire where the standard 
brand is being burned at the stake. 
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At the Cardinals’ ball park, 
Johnny utilizes the seventh inning 
stretch to suggest, “It’s time for 
Philip Morris,” but it might easily 
be just the time for Pepper Martin 
to steal home. 


,vyY 

World’s fairs are great institutions 
for reminding suffering humanity 
of the homeiy virtues of important 


but sometimes neglected products 
like Allen’s Footease. 
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“Federal Trade Commission 
Promises Price Maintenance Probe.” 
ADVERTISING AGE. 

Should this be classified as a 
reat or a promise? 
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A writer in Harpers Magazine 
blames the agencies for radio’s pro- 
gram difficulties, then proves there 
aren't any worth mentioning. 
Maybe they can keep the business, 
after all. 

, 

Scribner’s Magazine is suspend- 
ing publication after fifty-two years 
of uninterrupted activity. In the 
words of William Lyon Phelps, that 
isn't “As I Like It.” 

Copy Cus. 


BOSSY ISN'T WELL 
BARNYARD INTERVIEWS 


DO | FEEL TOUGH? 
JUST THINK WHAT 


What Will Minerals do? 


In atestrecently completed atalead- vet it is often these very things that 
ing Experiment Station two groups — will determine whether your feed 
of cows were fed and handled as = ing operations will be profitable. 


nearly alike as possible except that 

one group received a mineral sup SATISFY THAT 

plement The results in favor of the MINERAL 

mineral fed cows were more calves, HUNGER! 

fewer cases of difficult calving, heav- Make sure that your livestock is 

ler gains, calves weighed more at not suffering from mineral hunger. 

weaning, fewer cows failed to get Cudahy's All-Purpose Mineral Feed 

with calf, fewer calves were born = is a simple mineral mixture for all 
dead, fewer calves were kinds of livestock and poultry. It is 
weak at birth and fewer high in quality and low in com 
calves died. These advan- Come in and get a copy of our free 
tages are often overlooked, — book on mineral feeding. 


Humorous but accurate copy wins local 
dealer support for Cudahy Packing 
Company. (Story on Page 31.) 


O'Mahoney Defends 
Advertising at 
Monopoly Hearing 


Hits Critics Sponsored 
by Agricultural Adijust- 
ment Administration 


Washington, D. C., May 11.—Ad- 
vertising found a staunch supporter 
here today in the person of Senator 
Joseph O’Mahoney, chairman of the 
Temporary National Economic Com- 
mittee, who vigorously disputed a 
witness’ contention that advertising 
of 10 major manufacturers of dental 
creams and powders was creating 
unfair competition. 

This witness, produced by Donald 
Montgomery, consumer counsel of 
the Agricultural Adjustment Ad- 
ministration, was Jerome W. Eph- 
raim, a New York manufacturer and 
distributor of Ephraims dental 

(Continued on Page 4) 


Italian Travel 
Copy to Continue 


in American Media 


New York, May 11.—Despite a 
report from Rome that an order has 
been issued to halt all Italian ad- 
vertising abroad, Italian advertis- 
ers here have received no official 
word and are proceeding with regu- 
lar promotion plans. 

A United Press dispatch from 
Rome, dated May 5, said: “The 
ministry of popular culture was un- 
derstood today to have issued an 
order to halt immediately all Italian 

(Continued on Page 30) 
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ANA and Four A's 
Hear Kudner Exfol 
Copy Evaluation 


Kinney, Barton Look 
Cheerfully to Future of 
Advertising 


New York, May  12.—Studies 
made to date of what interests peo- 
ple and to what extent are worth 
every dollar and hour invested in 
them, Arthur Kudner told a joint 
session of the American Associa- 
tion of Advertising Agencies and 
the Association of National Adver- 
tisers here today. 

The speaker, president of Arthur 
Kudner, Inc., and former Four A’s 
chairman, shared the platform at a 
half-day session devoted ex- 
clusively to “Making Advertise- 
ments More Effective” with 
Thomas L. L. Ryan, president, 
Pedlar & Ryan; S. D. Mahan, gen- 
eral advertising manager, Westing- 
house Electric & Mfg. Company; 
Gorman E. Mattison, advertising 
manager, Sawyer Lumber Com- 
pany; and M. E. Coyle, general 
manager, Chevrolet Motor division, 
General Motors Corporation. 

Gilbert Kinney, vice-president of 
J. Walter Thompson Company and 
retiring chairman of the board of 
the Four A’s, and Representative 
Bruce Barton, president of Batten, 
Barton, Durstine & Osborn, were 
major speakers at the Four A’s an- 
nual dinner. 


Common Sense Needed 


Mr. Kudner declared that real 
progress already has been made in 
foretelling accurately observation 
and readership of an advertisement. 
He mentioned a long list of specific 
principles which have been tested 
sufficiently to demonstrate that 
their inclusion definitely increases 
the advertisement’s effectiveness. 

“I realize that any investment we 
have made in an intelligent method 
of measuring the validity of our 
creative thinking is simply the 
down payment on the whole en- 
deavor which may eventually re- 
late readership unerringly to sales. 
This endeavor, I believe, will stead- 
ily broaden.” 

The agency executive expressed 
the view that common sense is in- 
dispensable in the proper and fruit- 
ful use of testing, pre-testing or 

(Continued on Page 29) 


Collins Cites Hazards of 


Dependence on Pre-Testing 


NEW FOUR A'S CHAIRMAN 


Allen L. Billingsley, president, Fuller & 
Smith & Ross, who was elected chairman 
of the Four A's. (Story on Page 30.) 


Court Nullifies Jury 
Award Against 
McCann-Erickson — 


New York, May 11.—Federal 
Court Judge Mortimer J. Byers to- 
day set aside the recent verdict of 
a jury awarding $56,420 to Miss 
Leora Sollows in her idea _ suit 
against McCann-Erickson. Judge 
Byers acted on a motion made by 
attorneys for the agency. A new 
trial will be ordered. 

In ruling on the motion the court 
stated: “It is now apparent that 
the verdict rendered for the plain- 
tiff is not supported by the evidence 
in the plaintiff’s own case.” 

Judge Byers declared that in ar- 
riving at a verdict for Miss Sol- 
lows the jury may have been 
misled by evidence concerning cor- 
respondence having to do with con- 
templated efforts to sell the idea to 
P. Lorillard Company for Old Gold 
cigarettes, a plan which was never 
carried out. 

The campaign developed by Mc- 
Cann for Axton-Fisher Company on 
Twenty Grand cigarettes, the court 

(Continued on Page 32) 


Last Minute News Flashes 


Y&R to Handle Entire Metropolitan Life Account 


New York, May 12.—Effective Sept. 1, Young & Rubicam will direct 
the entire Metropolitan Life Insurance Company account, it was learned 


here today. 


The company’s welfare advertising, handled by Hawley 


Advertising Company since 1922, will accompany John Hawley when he 
closes his agency to join Young & Rubicam. 


McJunkin Gets Fehr Brewing Account 


Louisville, Ky., May 12.—Frank Fehr Brewing Company today an- 
nounced appointment of McJunkin Advertising Company, Chicago, as its 
agency. Irving M. Tuteur, McJunkin vice-president, will be account ex- 


ecutive. 


The company said a heavy newspaper schedule will be used 


in behalf of a “unique idea in beer advertising.” 


Crosley Appoints Agency for Midget Car 
Cincinnati, May 12.—Allen, Heaton & McDonald, Inc. will direct ad- 


vertising for Crosley Corporation’s new midget 


automobile, it was 


learned here today. R. B. Dods is advertising manager in charge of the 
company’s automotive merchandising activities. 


Tom Doughten Switches to Compton Advertising 

New York, May 12.—Tom Doughten, for the past eight years associ- 
ated with Young & Rubicam in New York and Chicago, has joined Comp- 
ton Advertising, Inc., as head of the traffic department. 


Challenges __Effective- 
ness of ‘''Scientific" 
Copy Formulas 


Chicago, May 11.—A scathing in- 
dictment of growing emphasis on 
pre-tested advertising and the at- 
tempt to set down 
formulas that 
will produce win- 
ning advertise- 
ments, was deliv- 
ered here today | 
before the Chi- | 
cago Federated | 
Advertising Club 
by Kenneth Col- 
lins, assistant to 
the general man- 
ager of The New | 
York Times. 

Packing his ad- 
dress with pithy 
observations that were alternately 
humorous and deadly serious, the 
former R. H. Macy advertising 
chief declared himself sympathetic 
to “any and all efforts to introduce 
a scientific approach to the prob- 
lems of advertising,’ but at the 
same time warned that many peo- 
ple in and out of the advertising 
business may be getting the impres- 
sion that “we are approaching the 
time when advertising can be 
shoved into.a. laboratory,.put un- 
der a microscope, given blood tests, 
innoculated against misuse and 
certified to the user to be pertect 
in every respect.” 


“Advertising Not Guesswork” 


Mr. Collins assured his listeners 
that he is not one of those who be- 
lieve that all advertising is just 
hunch and guesswork. “I know 
perfectly well that over the years, 
by trial and error, definite stand- 
ards have been evolved,” he de- 
clared. “But I am frankly skepti- 
cal as to whether the scientific ap- 
proach can ever be more than an 
approach, and also as to whether 
we may not, in the course of this 
present passion for analysis and 
pre-evaluation, be destroying much 
of the spontaneity and genuine 
enthusiasm of good advertising. 

“My skepticism stems from a 
number of sources. In the first 
place, I can’t conceive of any uni- 
versal criteria of advertising meth- 
ods, or even of any industry-wide 
criteria. No two business enter- 
prises in America are basically the 
same. Lots of businesses may look 
very similar to’the outsider, just as 
the markings on people’s thumbs 
all look similar until an expert inks 
them on a piece of paper. But on 
making a more careful investigation 
it is found that each business has 
its own traditions, its own clientele, 
its own peculiar ways of doing 

(Continued on Page 6) 


]. A. Briggs Named 
Kellogg Company 
Advertising Chief 


Battle Creek, Mich., May 11.— 


Kenneth Collins 


J. A. Briggs has been appointed ' 


advertising manager of the Kellogg 
Company. He succeeds W. H. Lein- 
inger, who resigned following the 
return to the company of Earle J. 
Freeman as vice-president in 
charge of merchandising. 

Mr. Briggs has been with Kel- 
logg for two years. H. A. Willis 
has been transferred from New 
York to Battle Creek as assistant 
advertising manager. 
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ADVERTISING AGE 


i Sethe, BD 


May 15, 1939 


Campaigns, Copy, 
Television's Future 
Studied by ANA 


Rye, N. Y., May 11.—Completing 
its two-day discussion of advertis- 
ing problems, the Association of 
National Adver- 
tisers ended its 
convention here 
today with ses- 
sions on the co- 
ordination of 
sales and adver- 
tising, industrial 
promotion, and 
modern market- 
ing methods. 

Copy evalua- 
tion, as used by 
National Carbon 
Company in its 
Eveready flash- W. 8. Teylor 
light battery advertising and a fore- 
cast on television’s potentialities 
were highlights of previous sessions. 
Speakers on these two subjects 
were W. B. Taylor, of J. M. Mathes, 
on Eveready advertising, and Dr. 
W. R. G. Baker, head of the radio 


and television department of Gen- 
eral Electric Company, on television. 

Case histories were used for anal- 
ysis of coordination of sales and 
advertising. Contributors to this 
session were John P. Young, adver- 
tising manager, Armstrong Cork 
Company; E. A. Throckmorton, 
sales promotion manager, Container 
Corporation of America; L. E. 
Meyer, advertising manager, Inter- 
national Cellucotton Products Com- 
pany; C. E. Moore, Sheffield Steel 
Corporation, and R. J. Ingram, dis- 
play and promotion advertising 
manager, Bristol-Myers Company. 

Mr. Ingram outlined the Bristol- 
Myers system of selling its adver- 
tising to the sales force, and their 
efforts in turn to put the story 
across to dealers. Mr. Young told 
how dramatizing the Armstrong 
Cork advertising program to its 
wholesalers resulted in a sales in- 
crease. 


Bullard Presides 


H. W. Bullard, American Can 
Company, presided over the indus- 
trial advertising session, which in- 
cluded discussions of business pa- 
pers, exhibits, and institutional copy. 
Walter A. Bowe, advertising man- 
ager, Carrier Corporation, dis- 
cussed production costs of business 


paper advertising, and R. O. East- 
man, director of editorial research, 
McGraw-Hill Publishing Company, 
explained the editorial side of such 
publications and its effect on adver- 
tising. 

Dr. George Bennett, The Psycho- 
logical Corporation, evaluated ex- 
hibit displays, and explained the 
portable polygraph which he devel- 
oped in order to record audience 
reaction to displays. This device 
records both the time and the de- 
gree of attention given to a display. 


Gives “Eveready” Story 


Mr. Taylor’s discussion of the 
Eveready campaign centered upon 
the company use of its “critical mo- 
ments” theme, first used in 1934. 
The appeal since then has drama- 
tized true incidents in which Ever- 
eady batteries have helped to save 
lives or avert disasters. 

Seeking to test the effectiveness 
of its “critical moments” copy, ad- 
vertiser and agency decided upon a 
variation of the “triple associates” 
technique. Instead of merely ask- 
ing “What flashlight battery is be- 
ing advertised as fresh and dated?” 
the question was worded: “Some of 
the following products are being 
advertised as fresh and dated. 
Would you mind telling me which 
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ones you remember as being adver- 
tised in that way?” 

Mr. Taylor declared that this va- 
riation was necessary to reflect 
consciousness of current advertising 
only, and not general consciousness 
of the brand name which might 
have sprung from any of a number 
of sources. 

The technique, having been tested 
and found reliable, was applied to 
solving the problem of how to in- 
crease sales in certain weak areas 
by using local advertising. Dra- 
matic radio broadcasts using the 
“critical moments” theme were de- 
cided upon. Before the programs 
were broadcast, a survey was made 
to determine consciousness of the 
theme used in other media. After a 
13-week radio test, a similar study 
was made to show whether or not 
the test broadcasts had been effec- 
tive. 

No Change Discovered 


It was discovered that there was 
no change in consumer conscious- 
ness whatsoever, and sales checks 
backed up this finding. Hence, the 
idea of using similar broadcasts in 
other areas was abandoned. 

Mr. Taylor stressed that “neither 
my agency nor our client believes 
for a minute that these tests prove 
the ineffectiveness of radio as an 
advertising medium. They prove, 
simply, that radio as we attempted 
to use it did not solve the particular 
problem with which our client was 
faced.” 

Still seeking to solve its sales 
problem in these weak areas, the 
company next tried three minute 
movies. The same “critical mo- 
ments” theme was employed, and 
the same tests made before and 
after the advertising appeared. 

The film campaign turned out to 
be a complete success, both as to 
a heavy increase in consciousness 
of Eveready advertising and as to 
sales results. National Carbon has 
since used these minute movies in 
nine weak areas with what the 
speaker described as “really amaz- 
ing results.” 

Dr. Baker, G-E’s expert on tele- 
vision, predicted that this medium 
will become an “electronic peddler” 


that will revolutionize merchandis- 
ing, seriously affect newspaper 
revenue from department store ad- 
vertising, and cause a shift in pro- 
motion budgets to accommodate the 
new medium. 


Pictures Television’s Future 


“No other actual or potential in- 
dustry on the business horizon today 
equals the tremendous volume and 
profit opportunities of television,” 
he declared. 

Dr. Baker said that television will 
ultimately bring daily to house- 
wives an animated presentation of 
a store’s wares in a fashion made 
possible by no other medium. He 
predicted that its advertising use 
would cause a heavy increase in 
telephone sales and tend to elim- 
inate “bargain day” crowds. 

“In a few years from now, when 
television transmission facilities will 
have pretty well covered the coun- 
try and television receivers will be 
standard equipment in millions of 
homes, instead of going to the mo- 
tor shows to see the new models 
paraded and demonstrated we will 
sit in our living room and see this 
done in a more convincing and dra- 
matic fashion.” 

Dr. Baker said that television 
seems a perfect medium for depart- 
ment store advertising because the 
present effective receiving range of 
40 miles covers almost exactly the 
buying area of a store. 


Colton Agency Elects 


P. J. McAward has been elected 
executive vice-president of Wen- 
dell P. Colton Company, New York. 
W. J. McDonald has been elected 
chairman of the board, and E. B. 
VanHook, chairman of the exec- 
utive committee. 


Bostwick Moves 
C. A. Bostwick, Inc., promoter of 
newspaper special editions, has 


moved to larger quarters at 2 W. 
46th street, New York. 


Magazine Name Changed 

Caldwell -Clements, Inc., New 
York, has changed the name of 
Radio Today to Radio and Tele- 
vision Today. 


Too im 


@ $14,000,000 of public 
and industrial expan- 
sion projects well un- 
der way. 


@ President De- 
fense Bille—major in- 
creases of already 
mounting Rock Island 
Arsenal payrolls ex- 
pected. 


signs 


@ River barge traffic in 
full swing—new ton- 
nage records forecast. 


@ Residential construc- 
tion at new high for 
season. 


A Copy of 
Into” 


will be sent promptly 


THIRD 
LARGEST 
MARKET 
IN ILLINOIS 


ANALYZE THE ABOVE MAP 


It depicts a sound, prosperous metropolitan 
market of 154,459 city population. 


point anyone can agree. 


This is an UNUSUAL market, however, and 
calls for a few moments of study in order 
to make intelligent and effective lineage com- 
mittments. 

THINGS 
ARE Note these FACTS. 
HUMMING! Complete coverage of this entire 


The ONLY means of completely 


homes ARGUS-DISPATCH coverage 
WITHOUT DUPLICATION. 


WRITE FOR THIS FREE BOOK 


“The Tri-Cities—A Market 


A Member of the Illinois Markets 


portant to miss, isn’t it? On that 


market requires four daily news- 
papers—and we wholeheartedly rec- 
ommend complete coverage. 


However, if the budget groans un- 
der the strain, then, by all means 
reach that part of the market which 
produces the largest production, larg- 
est payrolls, largest food, car, drug, 
etc. sales—Rock Island-Moline. 


Rock Island-Moline is 
the 9 out of every 16 


Worth Looking 
on request. 


New York 


Nat'l Rep. The Allen-Klapp-Frasier Co. 


Chicage Detroit St. Lou 
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;, a lot of talk around the 
country about The New Yorker's 
issue of April 2g—the one with the World’s Fair map. 

Lots of talk about the bright and timely editorial 
content—lots of talk about the large volume of adver- 
tising. Good talk! Favorable talk! 


In these times of stress, it is inspiring to see these 


signs of business confidence. For this issue was one of 
the largest we have ever published. 

But some folks are under the impression that this 
big issue was a sort of hocus-pocus Special Edition 
containing a lot of one-time advertisers who were per- 
suaded to part with a few shekels. 

Nothing of the sort! To our knowledge, there was 
not a single one-time advertiser among the 230 indi- 
vidual advertisements which comprised the total of 73 
pages of advertising in that issue. 

And in May issues since, many of these advertisers 
are back again and again, and still new ones are seek- 
ing a share of the generous pocketbooks of New Yorker 
readers. For instance, as of May g, May issues are UP 
12%; June issues UP 43%; July UP 184. 

This volume of advertising represents the consensus 
of alert, aggressive manufacturers and retailers who are 
determined to cash in on the World’s Fair—and who 
know how to do it. 


"Way last fall we mailed an announcement to agencies 
and advertisers. We said: 

“No, The New Yorker will not have a Special 
World’s Fair Number. We've never issued a Special 
Number of any kind. Fundamentally we do not believe 
in Special Numbers any more than we believe in the 
permanent value of an Indian Medicine Show. 

«To think of the World's Fair in terms of a Special 
Number is to completely misunderstand a major market 
opportunity which calls for the most thorough and 
careful planning of merchandise, merchandising, display, 
sales promotion, and a continuous advertising effort over 
a period of six months.” 

We stand on that premise. Many advertisers share 
our belief, and have started their campaigns, But there 
is still time for others to step quickly into the pages of 
The New Yorker (thanks to our ten-day closing date) 
and get their share of the greatest plus-market in history. 


THE 
NEW YORKER 


‘ 


MAIN ENTRANCE TO THE WORLD’S FAIR 


Oe é , 2 
Po ee bon 
, 

: EEE EE EEE EEE * 
) ( 
\ | vr Z 
} = 
. | ® * a bee 
v SA ee 
ls. = THIS 0) Os zo) 
; Ae WP YZ “Al | | | ; 
es oe = 
ays t\quthisad el PT —_ . 
| Nii SY | . 
ae y,% — PTE . Wie : 
* = & ' P gi —— ORATION a “a? | 
. Ss 
AY NT | | Mal ee — — 
YAR OO het AGERE a ; 
} ‘he ) | > . 
| A\ t a 2 ii j : : 

WH Le Al \ 4s - 

7 - a - ae 

y os \ r \ Te WH © 7 

os) ¥ ” — ' “4 - 

= 2 z . 

oe 

ee x 

: 

25 WEST 43RD STREET : 
NEW YORK N.Y. sae 

sis ; - 
| * 

F .. 7 oe : 74 & heal peer: me d ‘ re = ™. e : j > : oe s f % a "agit ba . ‘ “ é f: * Ry oS . i oN : ; 7 ie es i 4 i | 


4 


ADVERTISING AGE 


May 15, 1939 


O'Mahoney Defends 
Advertising af 
Monopoly Hearing 


(Continued from Page 1) 
cream. He and Mr. Montgomery 
argued that a system of compulsory 
grading of all products and the set- 
ting up of quality standards by 
some new government agency would 
permit non-advertised products to 
compete on an equal basis with ad- 
vertised products. 

Accusing Mr. Montgomery of 
bringing the witness to the com- 
mittee session for the express pur- 
pose of attacking advertising, Sen- 
ator O’Mahoney declared that “to 
curb national advertising would be 
to seriously interfere with free 
enterprise in this country. Enough 
illegitimate practices are necessary 
of examination by this committee 


without bothering with legitimate 
practices. Advertising is not an 
illegitimate practice.” 

Senator O’Mahoney further de- 
clared that abolition of advertising 
would not reduce prices; and that 
establishment of a grading system 
as suggested by the witness and Mr. 
Montgomery would not necessarily 
prevent monopoly. 

Discussions of advertising oc- 
cupied most of the monopoly group’s 
attention here this week with a 
parade of witnesses offering criti- 
cism of what they considered ob- 
jectionable practices in the mer- 
chandising of branded goods. 

The committee apparently ap- 
proached the hearing, which prom- 
ises to last for four or five days, 
with an open mind. Chairman 
O’Mahoney indicated by several of 
his questions that he felt that some 
of the alleged shortcomings of na- 
tionally advertised brands pointed 
out by witnesses were limited in 
their application and do not apply 
generally. 

Messrs. Henderson and Lubin, of 


the committee, on the other hand, 
seemed to be startled by the testi- 
mony of Dexter Masters, of New 
York, representing Consumers 
Union, that newspapers refused to 
accept advertising from his organ- 
ization without approval of the local 
Better Business Bureau. Others 
who testified today were Mrs. Alice 
Belester, wife of a Chicago car- 
penter, and chairman of the United 
Conference Against the High Cost 
of Living, and Mrs. Paul S. Roller, 
Berwyn, Md., chairman, Consum- 
ers’ Section of the College Park As- 
sociation of University Women, and 
chairman of the Consumers’ Section 
of Prince George’s County General 
Federation of Women’s Clubs. 


Four-Year-Old Data Used 


The witnesses referred frequently 
to a book of charts to refresh their 
memories, such as “Comparisons of 
prices and quantities of nationally 
branded drug items sold in ten-cent 
and standard sizes, 1935.”’ This was 
issued by the National Association 
of Retail Druggists in 1935 in its 


fight on inequitable ten-cent sizes, 
and much of the other material in 
the book was similarly dated. 

Mrs. Belester displayed a number 
of samples of retail advertising, 
which she claimed flaunted com- 
parative prices, but said nothing of 
comparative quality. She said the 
same is true of advertising of silk 
stockings and men’s shirts. Other 
points stressed by the housewife 
were that cereal advertising makes 
general claims of excellence, but 
gives no comparisons; candy copy 
also advances general unsubstanti- 
ated claims of quality, but omits 
such specific information as its en- 
ergy value in comparison with 
cereals; yeast advertising lauds its 
vitamin content without explaining 
the function of the vitamins and 
drawing a comparison with cereals. 

Coffee advertising consists almost 
entirely of prices and general state- 
ments as to quality, she continued. 
Salmon and toothpaste advertising 
were pictured as equally innocent 
of factual information. 

Mrs. Roller said the housewife 


In a recent advertisement inserted by WLW 
the following statement was made..... 


‘WLW so dominates this territory that day 
in and day out during the entire week 
studied 48.3% of all radio homes were 
tuned to WLW’’. 


CORRECTION<- 


In this same advertisement Louisville, Ky., was listed as one of the 


cities included in the “territory” and readers might quite naturally 


assume, in the light of the unqualified statement quoted above, 


that this percentage represented the WLW coverage in Louisville 
and in all of the cities listed in the ad. 


LET’S LOOK AT WLW’s OWN FIGURES 


(We quote from their ‘‘Analysis’’) WEEK DAYS 


CINCINNATI 
LOUISVILLE 


WLW % OF 


LISTENING 
AUDIENCE 


53.6% 
11.4% 


LEADING LOCAL STATION 


% OF LISTENING 
AUDIENCE 
(WHAS) 


Z 
52.3% 


LOCAL NBC STATION 
°% OF LISTENING 
AUDIENCE 
(WAVE) 


? 
21.8% 


We feel it our duty to call attention to these figures which will correct any im- 


pression that may have been conveyed to purchasers of radio time that adequate 


coverage of Louisville or of the area surrounding Louisville can be delivered by 


any station other than... 


WHAS IS OWNED AND OPERATED BY THE 

COURIER-JOURNAL AND THE LOUISVILLE 

TIMES — REPRESENTED NATIONALLY BY 
EDWARD PETRY & COMPANY. 


Weg Ad Se 


has 142 brands of coffee, 95 of to- 
mato juice, 177 of table butter, and 
188 of safety razors from which to 
select, spotlighting the necessity for 
more aid in making her selections. 
She displayed samples of towels 
ranging in price from 58 cents to 
$1, but said only the laboratory can 
determine which is superior. 

Mr. Masters asserted that price is 
a reliable guide neither to quantity 
nor quality. He said that tests of 
Grade A and B milk sold by the 
same New York City distributor 
showed practically no difference in 
bacteria count and about 0.3 of 1 per 
cent difference in butter fat in fa- 
vor of the A grade. On this basis, 
he observed, butter should sell at $8 
a pound. 


Lauds Cheaper Product 

He asserted that tests proved 
that a $28 vacuum cleaner is better 
than two others priced respectively 
at $60 and $80 which are widely ad- 
vertised. Soap, he said, varies in 
price from the equivalent of 9 cents 
to $1.97 a pound, but the 5-cent 
cake is usually just as efficient in 
purity and cleaning qualities as the 
35-cent item. He said disparity 
between cost and sales price reaches 
its zenith in the cosmetic field. 

Answering Mr. Henderson’s ques- 
tions, Masters said that his organi- 
zation has been refused newspaper 
advertising space on the ground 
that controversial copy was unac- 
ceptable and that the publisher 
didn’t believe in consumers’ unions’ 
work. 


No Fuel or Tires 
Needed for New 
Kind of ‘Mileage’ 


(Picture on Page 35) 

New York, May 10.—The charm- 
ing faces and talented feet of 
Arthur Murray’s dancing teachers 
have been pressed into service in a 
unique promotion tie-up by Kahn- 
Vreeland Hosiery, Inc., for its 
“Dancing Mileage” silk stockings. 

While distribution has not yet 
reached the national stage, local 
newspaper copy emphasizes the fact 
that Murray’s snappy schoolmarms 
donned pedometers as well as the 
hose to see how far the stockings 
would go. Average distances for 
stockings of varying degrees of 
sheerness ranged from 116 to 222 
miles. 

The promotion also includes the 
free gift of an Arthur Murray dance 
course with every three pairs of 
Dancing Mileage purchased and a 
series of dance contests conducted 
on a nationwide basis, with trips to 
the two big fairs as the leading 
prizes. 

The new hose will be pushed na- 
tionally later in the year, according 
to Gussow, Kahn & Co., the agency 


To Sutherland-Abbott 


Rust Master Chemical Corpora- 
tion, Boston, manufacturer of auto- 
motive products, has appointed 
Sutherland-Abbott, Boston, as ad- 
vertising counsel. Magazines and 
business papers will be used. 


ATTENTION VALUE 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement.) 
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ADVERTISING AGE 


in SOME 300 YEARS, 
Americans have been occupied with 
conquering a continent .. . for only 
about 160 years, they’ve been busy 
rearing a Nation. 


Colossal jobs, these—so all- 
absorbing as to promote a belief that 
we of the New World have neither the 
time nor talent to appreciate the 
arts or develop a genuine culture of 
our own. 


LIFE believes it is now high time to 
realize that, culturally, America has 
grown up. Throughout America today 
pulses an evident and exciting enthu- 
siasm for the arts. And in America today 
there is more vigorous effort, imaginative 
experiment, and thrilling accomplish- 
ment in the arts than can be matched 
in any other land! 


Recognizing this cultural coming-of- 
age, LIFE is proud of being an effective 
means of quickly and dramatically mak- 
ing it a fascinating reality to all America. 


25,000 Americans troop to a Brooklyn 
museum during the first 2 weeks of a 
modern sculpture show—1500 a day 
hurry to see a similar outdoor exhibit. This 
is significant, exciting news—and LIFE 
pictures the works of art that are attract- 
ing all these people, prints an illuminat- 
ing explanation of modern sculpture. 


FROM A LIFE ARTICLE ON THE DANCE IN AMERICA 


More than half a million Americans 
are now expressing themselves in the 
dance—our country having matured 
past the point of feeling that classical or 


modern ballet is “‘sissy’’. LIFE keeps its 
millions of readers up-to-the-minute on 
news of this exhilarating and healthful 
art. 


Fae o 
FROM A LIFE FEATURE ON MUSIC IN AMERICA 


Today there are in the United States 
more than 200 flourishing symphony 
orchestras . . . 156,000 (yes, 156,000!) 
school bands and orchestras . . . radio 
audiences of 9,000,000 listening every 
Sunday to the New York Phil- 
harmonic Symphony concerts . 
10,000,000 Americans actually study- 
ing music! And LIFE is devoting many 
of its pages to news and information of 


Wa arn 


the thrilling, glamorous world of music. 


Today the appreciation and pursuit of 
painting are more active in America 
than anywhere else in the world! 
Our 160 public art museums and the 
many great private collections open to 
the public regularly draw vast crowds. 
LIFE constantly helps to inform and 
encourage this national art-consciousness 
by reproducing, in full color, more fine 
pictures and masterpieces than ever before 
have been available to America’s millions. 


True, much of America is disfigured by 
architectural horrors—as what country is 
not! But . . . among us are gifted men 
who are doing something about it. . . 
rousing us, as Lewis Mumford does in his 
provocative book, “The Culture ofCities,”’ 
against living and working in ugliness. . . 
creating new, livable beauty for us, as 


FRANK LLOYD WRIGHT. IN LIFE FEATURE ON HOME DESIGN 


the great architect, Frank Lloyd Wright, 
is doing. And LIFE is proud to report 
regularly on the work of such men as these. 

The American Theater, too, deserves 
its share of national pride. One of LIFE’s 
pleasantest functions is keeping its 
readers informed on the Stage of the 
Nation . . . whether we are retailing in 


FROM A LIFE REPORT ON AN AMERICAN SCULPTURE SHOW 


picture-and-word something of the nobil- 
ity of “Abe Lincoln in Illinois,’”’ the 
power of ‘The Little Foxes,” the charm 
of a new Rodgers-and-Hart musical, or 
the screwball hilarity of ‘‘Hellzapoppin.”’ 


FROM LIFE’S REVIEW OF THE LITTLE FOXES” 


LIFE doesn’t take—or serve —culture 
stuffily. We thoroughly enjoy, and enjoy 
treating in a realistic, non-patronizing 
manner, such lively media of expression 
as swing music, radio, the movies, cartoon- 
ing . . . for LIFE considers all these a vital 
part of our artistic flowering. 


All these subjects—and many, many 
more—LIFE presents in its own new 
picture-and-word editorial technique. 


This technique makes the truth about 
the world we live in infinitely more 
exciting, more easily absorbed, more 
alive than it has ever been made before. 
It has drawn and it holds an audience 
that makes LIFE Magazine the greatest 
success in all publishing history. It 
has established LIFE as the most 
potent editorial force in America 
today! 
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Collins Warns 
Against Dependence 
on Pre-Testing 


(Continued from Page 1) 


business. All of us have seen the 
costly mistakes that are made by 
advertising people who move from 
one job to another, or advertising 
agencies that apply the methods of 
one client to a new one. The ad- 
vertising that is highly productive 
for one store, or one manufactur- 
ing concern, just can’t be applied 
as a pattern to another store or an- 


other manufacturing concern. I 
have seen it tried, hundreds of 
times, and I’ve always seen it fail. 


“All good agencies, of course, 
recognize this fact, and most adver- 
tising men in the retail field do so 
similarly. It’s for this reason that 
an agency, working on a new ac- 
count, invariably goes through a 
probationary period in which it is 
studying the product itself, its mar- 
ket, its methods of distribution, in 
an effort ultimately to gear the ad- 
vertising to the peculiarities of that 
particular business. So I begin with 


the definite conviction in my own | 
mind that any attempt to estab- 
lish general formulas for advertis- 
ing is just wrong. If formulas can 
be developed, they’ll have to be for 
each business by itself. 

“Of course, I don’t want to be 
taken too literally in this state- 
ment. It goes without saying that 
all advertisements have to have a 
few elementary things in them. The | 
name of the product or of the man- 
ufacturer has to be mentioned some 
place; the type ought to be right | 
side up. The advertisement ought 
to begin and end. It has to be so | 
designed that it will print properly | 
in the medium for which it’s de-| 


signed. But after you've taken a 
few of these schoolboy common 
denominators into’ consideration, 


you begin to find so many differ- 
ences appearing, that you just can’t 
construct a formula that will fit all 
advertising.” 

Describing a typical “exhaustive”’ 
analysis of recent department store 
copy, Mr. Collins asserted that many 
serious advertising tests “fit into the 


present craze for quizzes.” He 
characterized them as _ “parlor 
games.” 


“Now, I don’t again want to be 
thought presumptuous or to be 
ridiculing certain basic studies that 


are being made. I think it’s per- 


ADVERTISING AGE 


fectly true that if an advertisement 
is to have any response, it has to 
be sufficiently arresting so that 
some group of people will remem- 
ber it after seeing it in a publica- 
tion. I suppose that’s basic, and to 
the extent to which these reader 
tests indicate whether advertise- 
ments were noticed at all, they have 
value. They at least weed out 
some of the worst products of the 
advertising business. But I don’t 
see that they can accomplish much 
more than just that.” 

Investigations revolving about the 
ability of consumers to remember 
advertisements are unconvincing, he 
pointed out, because there is no in- 
dication as to whether they would 
do anything about the advertise- 
ments after they’ve remembered 
them. They may have remembered 
them because they were tricky and 
exciting, he observed, but they 
might not spell sales for the client. 
In this connection he recalled the 
“hundred housewives’ test” of 
some years ago, which consisted of 
interviews with consumers to deter- 
mine preferences for different 
pieces of copy. 


“Only Sales Count” 


“TI remembered this seemed like a 
very common sense approach to me 
when I first heard about it, until I 


In their offices at their desks, management 


executives buy direct or through subordinates: 


MACHINERY 


OFFICE EQUIPMENT 
TRANSPORTATION 
RAW MATERIALS 


BANK SERVICE 


ADVERTISING SPACE 


INSURANCE 


T JOURNAL 
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peated or merchandised on the two square 


yards of desk top where the executive buys. 


$$$ The one and only national publication 


for management executives that does this 


merchandising job for you is The Wall Street 


Journal. 86 per cent of its subscribers read 


it in their offices at their desks. 


more readers who are active management- 


$$$ It gives you, per advertising dollar, 


executives of industrial corporations with 


assets of over $1,000,000 than any other 


publication—muagazine or newspaper. 


—and many other thines 


$$$ Much of the value of your advertising 


$$$ Step up the success of your whole drive 


in executive publications that are read at 


home is lost, unless your message is re- 


to sell management executives by using— 


THE WALL STREET JOURNAL 


began to realize by long and pa- 
tient and costly experience, that 
whether people like an advertise- 
ment or not doesn’t have anything 
to do with whether they’ll buy from 
it or not. Anyone who has ever 
shown an advertisement to a board 
of directors knows what I’m talk- 
ing about. If those housewives had 
had a selling job done on them at 
that moment; if they had produced 
the family checkbook, and had 
bought something from one of the 
advertisements, it might have been 
a convincing test; but of course that 
wasn’t possible and it wasn’t done. 

“Today we have a lot of other ap- 
proaches to the evaluation of na- 
tional advertising copy that also 
seem to indicate a common sense 
point of view. All of these pre- 
suppose that advertisements that 
are worthwhile must be read and 
remembered by the people who 
turn the pages of various periodi- 
cals. Having discovered advertise- 
ments that are read and remem- 
bered, these studies begin to count 
noses to see which pieces of copy 
were read and remembered by the 
greatest number of people. And 
having found those that seemed to 
elicit most interest, they are thrown 
together in one pile; those that 
seemed to elicit the least interest 
are thrown in another pile; and 
common denominators are sought. 
They find, let us say, that all those 
that are best remembered have big 
pictures, a certain amount of word- 
ing, certain copy approaches, and 
the like. And then they find those 


| that are not well remembered have 


little pictures, or no pictures; they 
have less or more type, and so on 
through various criteria. 


Stimulating Pictures Necessary 


“Many of these studies break 
down the good and bad piles into 
all sorts of smaller sub-divisions, 
until you find that big pictures 
alone aren’t enough, but that they 
have to be pictures of babies, or 
animals in action, or fires, or peo- 
ple catching cold, or some fine 
stimulating subject of that kind, 
and that pictures that are a little 
smaller and show people in normal 
health, and children in their teens, 
and fires which are just being put 
out, are considerably less attractive. 

“Then, with all this mass of so- 
called scientific material, the agency 
prepares a few pieces of copy and 
triumphantly produces one that fits 
the pattern of the little group at the 
top of the pile. It then shows it 
to the client, with the irresistible 
conviction that this is going to be 
a winning advertisement. 

“Honestly, the more I watch these 
tests, the more I become convinced 
that they are the attempts on the 
part of a lot of people, who’ve never 
been too close to the advertising 
business, to inject some kind of nos- 
trum into the whole function of 
selling; that they are the attempts 
of a lot of amateurs to teach the 
real writers of advertising how not 
to produce good copy.” 


Praises Automobile Industry 


Mr. Collins paid tribute to the 
advertising achievements of the au- 
tomobile industry during the de- 
pression years. This field, he as- 
serted, progressed not through “any 
jargon about rules of advertising,” 
out from a “conviction that people 
wanted to get their dollar’s worth 
from the cars they were buying.” 

Analyzing the procedure, he 
said: “These advertising people put 
themselves squarely into the 
frames of mind of prospective cus- 
tomers. The beautifully placed 
picture of the car gave place to a 
good rugged illustration that 
showed that car really working, 
climbing hills, plowing through 
mud, being put through all the ex- 
actions of road tests. It showed 
steel bodies that stood up under all 
| kinds of accidents and strains. It 
showed windshields that couldn’t 
shatter. It showed the uses of 
power in emergencies. 

“In the face of prodigious odds, 
that advertising did a very credit- 
able job.” 


Whitaker to “Newsweek” 


Ralph H. Whitaker has resigned 
|from the advertising staff of Mc- 
/Call’s to become Eastern advertis- 
| ing director of Newsweek. 


Woman Wins “Sun” 
Copy Competition 

Mrs. Jane Mitchell Robeson, ad- 
vertising manager of Grabowsky’s, 
women’s specialty store in Pitts- 
burgh, has been awarded the $500 
first prize for the best newspaper 
advertising campaign to promote 
Father’s Day. The contest was 
staged by the New York Sun, and 
attracted over 140 entries. 

The winner is the wife of David E. 
Robeson of Edwin M. Power 
Company, Pittsburgh agency. Hon- 
orable mention went to Dolph P. 
Steinberg, a copywriter with Kelly, 
Nason & Winsten, New York. 


Joins Agency Group 

Darwin H. Clark Advertising 
Agency has been named Los An- 
geles member of National Adver- 
tising and Promotion Group, a na- 
tional network of affiliated adver- 
tising agencies in 20 cities. 


Don Lee Adds Two 


Stations KHSL, Chico, Calif., and 
KVCV, Redding, Calif., have joined 
the Mutual-Don Lee network. This 
——- the total number of affiliates 
to 31. 


Iola Adds Hirsch 


Murray Hirsch, formerly mana- 
ger of Simons-Michelson Company, 
New York, has joined B. D. Iola 
Company, New York, as account 
executive. 


Tennis Week Scheduled 


National Tennis Week will be ob- 
served May 20-27 for the eighth 
consecutive year. Sporting Goods 
Dealer, St. Louis, is sponsor. 


EYE’ CATCHERS 


Mir. Advertiser, Meet 
Your Customers! 


R. and Miss Young America. . 

at play. They’re your market 

. and they suggest dozens of in- 
triguing copy hook-ups . . . no mat- 
ter what you sell. EYE*CATCHERS 
brings you 100 smart all-photo sub- 
jects every month for only $5. Mats 
or Glossy Print Plan. Write now fo 
new FREE June proof book. No 
obligations. 


EYE *CATCHERS, Inc. "sh 
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sions of summer 
4nd some other signs! 


At least a million more people will listen daily to 
radio this summer than last. This is millions more 


than in the peak winters of 1934, 1935. 1936! 


78.6% of all U.S. radios were turned on each day 
| last summer. Average listening was A hours 18 min- 


utes for sets in use, per family, each day last summer! 


This year, summer listening will increase. It has— 


every year! There are now millions more radio sets— 


home, automobile, portable —than ever before. And 


there is still time for you to take your story to this 


audience, growing in size and in responsiveness. 


> 
WORLD'S LARGEST RADIO NETWORK 


, 
A 


; . , $6,313,829 of CBS business in 30 days! 


= 


a 


You may have seen that headline re- 


cently, for it made the front pages in 
paper after paper. Here’s what one 
paper said about it: 


“Completely reversing the seasonal 
trend in radio for both Summer and 
year-round schedules, the Columbia 


Broadcasting System has concluded’ 


a record-breaking month in signing 


new business and renewals. Gross 
business in new contracts for the past 
30 days totaled $6,313,829 of which 
$2,255,396 comprised renewals. Con- 
tracts included 14 new accounts, while 
the renewals were five in number...” 


If you'd like to know more about 
summer 1939, we'll be glad to amplify 
for you this brief story. 


CBS, 485 Madison Ave., New York 
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Keener Interest in 
Advertising Urged 
on Top Executives 


Policies Are Presidents’ 
Responsibility, Declares 
Sohio Chief 


Cleveland, May 9.—The rare 
spectacle of the man who pays the 
bills manifesting as much enthusi- 
asm for advertis- 
ing as the profes- 
sional, was pre- 
sented to the 36th 
annual conven- 
tion of the Ad- 
vertising Affilia- 
tion here last 
weekend when 
W. Trevor Holli- 
day, president, 
Standard Oil 
Company of 
Ohio, described it 
as the vital cor- 
ollary to mass 
production, and equally responsible 
for the high living standards of the 


W. T. Holliday 


inhabitants of this country. 

(Other stories on the Advertising 
Affiliation convention appear on 
Pages 22, 24 and 25.) 

Mr. Holliday, who was an attor- 
ney before becoming president of 
Sohio in 1928, gave a shrewd ap- 
praisal of advertising and of the 
men entrusted with its conception. 
He insisted that presidents of large 
corporations must shoulder respon- 
sibility for basic advertising poli- 
cies; that advertising departments 
and agencies should be considered 
as major branches of the business, 
and thus be accorded frequent con- 
tacts with the president; and that 
no other executives of the company 
shall be permitted to interfere with 
the creative work of advertising 
men. He also provided a valuable 
hint to agency men by suggesting 
that they shun round figures and 
discuss appropriations in terms of 
advertising cost per unit. 


Came Into Heritage 


Mr. Holliday said that the rapid 
development of mass _ production, 
involving reduction of unit cost 
through large volume, reached its 
climax during the war and the tre- 
mendous impetus given to advertis- 
ing after the conflict was due to the 
realization that mass distribution, 
which necessarily required adver- 


| tising, was essential. 


“Every once in a while,” he con- 
tinued, “the pseudo economist has 
criticised the cost of mass produc- 
tion, and you advertising specialists 
are only too painfully aware of the 
frequent criticisms that are made 
of advertising as an economic force. 
All these criticisms, however, are 
superficial, because high national 
income can be obtained only 
through large volume of production, 
which means mass_ production 
whenever it is appropriate. 

“The criticism has also been made 
that the economics of mass produc- 
tion have more than been offset by 
increased cost of distribution. That 
overlooks the axiom that increased 
national income can only be effected 
through increased production. The 
fundamental to remember is that 
we never could have reached our 
increased productivity and increased 
national income without both mass 
production and mass distribution.” 


Creating New Jobs 


Mr. Holliday pointed out that the 
cost of mass distribution is largely 
made up of its creation of new jobs 
and new incomes for people who 
are not engaged in manufacturing. 
The cost of distribution of automo- 
biles, for example, must be consid- 
ered in connection with the num- 
bers of people who have been given 
work in all of the garages, filling 


Western Tennessee. 


Underwriters. 


HERBERT HARPER 


Teacher and former high school principal. 
1934, Assistant United States District Attorney for 
Now engaged in active prac- 
tice of law, in addition to instructing at Southern 
Law School and American College of Southern 


NOW 


casts. He is 


Until 


LAUDED BY LISTENERS 


from the very first broadcast. 
few excerpts: 


. Hleve 48 @ mar vi ; 
. ¢ ¢ 


BANK 


Although no mail pullers were attempted 
an almost incredible amount of mail from 
highly reputable sources began to roll in 


7 
MARY G. HUTCHISON 
PRESIDENT 
MISS HUTCHISON'S SCHOOL 
e We have mer 
MARSHALL WINGFIELD 
PRESIDENT 
WEST TENNESSEE HISTORICAL 
SOCIETY 


HENRY J. PHELAN 
JNION PLANTERS NATIONAL 


Here are a 


HERBERT HARPER'S 
COMMENTARIES 


FOR SPONSORSHIP 


@ An amazing new commentator has 
come over the horizon of news broad- 


lawyer, lecturer, with a thorough grasp 
of the international scene. 
seven days a week, Mr. Harper's com- 
mentaries on world events are presented 
over WMC in fifteen minute periods. His 
concise, easily understandable interpre- 
tations of the day by day trend of inter- 
national events is evoking the most phe- 
nomenal response in the history of WMC's 
news broadcasts. 


Herbert Harper's Commentaries are avail- 
able in package prices surprisingly reas- 
onable in cost. 

complete details. 


WMC 


MEMPHIS 


N. B. C. 


Pied t 5,000 Watts Day @ 1,000 Watts Night 
ng inh OWNED and OPERATED by 


THE COMMERCIAL APPEAL 


“The South's Greatest Neu spaper” 


AVAILABLE 


Herbert Harper, teacher, 


Each day, 


An inquiry will bring 


RED NETWORK 


National Representative: THE BRANHAM COMPANY 


IN POSITION TEST 


A tender expensive perterhouse 
sated betors broiling? Never! 


eceuse wh. added before brorl 


your cooking. Learn the @cem sensmarny 
Ghote Send for FREE 6+ 


inion SOM 


= cocuabacaniens 


Worcester Salt Company is using this 

layout as one of a series to gauge effects 

of position in newspapers. Charles W. 
Hoyt Company is the agency. 


stations, tire stores, hot dog stands 
and all of the services connected 
with the tremendous tourist trade 
involved. 

“These multitudes,” he asserted, 
“dwarf in size the numbers who are 
directly engaged in the manufacture 
of automobiles. The increased cost 
of mass distribution is in reality the 
passing on to the people of the ben- 
efits of increased production. Mass 
distribution is as essential to high 
national income as is mass produc- 
tion, because you cannot sustain 
high volume of production without 
mass distribution. 

“Since, therefore, advertising is 
essential to mass distribution, it 


f}/need never let itself be put on the 


defensive by critics. Those who 
strike at the basic principle of ad- 
vertising are attacking the funda- 
mentals of a high standard of 
living.” 

This applies to the use, and not 
abuse of advertising, Mr. Holliday 
pointed out. He insisted that every 
advertising agency or corporation 
president who initiates or condones 
any type of advertising which 
makes business look cheap or ridic- 
ulous or in bad taste is disparaging 
and thereby endangering the whole 
modern business system. He said 
too much such advertising is ap- 
pearing and the heads of corpora- 
tions must bear the blame, even if 
they do not initiate it. Their clear 
duty is to use the fly swatter on 
such copy. 


Restraint a Virtue 


Mr. Holliday said that most su- 
perlative claims defeat their objec- 
tive by their incredibility and pre- 
dicted that some advertiser is going 
to strike gold by capitalizing the 
power of under-statement. Contin- 
uing his discussion of the respon- 
sibility of the president, he said: 

“Advertising as well as public 
relations is the voice of the business 
organization. When a corporation 
speaks it should speak through its 
chief executive. He may delegate 
the task, but if he does, the respon- 
sibility for what is said is still his 
and it is still he who is speaking. 
A company’s public relations and 
its advertising are just as much the 
responsibility of a president as are 
his responsibilities for any other 
department of the company, and be- 
cause of the dependence of produc- 
tion upon distribution and market- 
ing it is probably his greatest re- 
sponsibility today. 

“This is true not only because of 
the necessity of maintaining product 
and institutional good will in order 
to maintain production, but because 
of the larger political considerations 
involved today. American business 
and industry have been on trial 
since 1929 and are still on trial be- 


|fore the bar of public opinion. Ad- 
| vertising is a part of public relations 
as well as merchandising, and from 
the point of view of preservation 
of our whole industrial and business 
| system it the responsibility of 


every business management to see 
to it that its advertising does not 
disparage or cheapen our American 
way of life.” 


Unit Cost Chief Factor 


Mr. Holliday said that when a 
corporation head looks at any item 
of manufacturing cost, he is con- 
cerned chiefly with unit cost. He 
is not alarmed by any expense if 
the unit cost is satisfactory. If a 
recession in business comes and vol- 
ume of production is reduced, it 
would not occur to him to eliminate 
operation of any essential part of 
his plant, and as production dropped 
he would expect some increase in 
unit cost. 

“Thus,” he asserted, “while ad- 
vertising expenditures of a company 
may seem tremendous, they may be 
in fact very small per unit of 
sales. If advertising is necessary to 
a corporation, it cannot afford to be 
frightened at the total amount and 
reduce its budget in lump sum 
amounts in depressions. Advertising 
should be based on unit cost and in 
case of recession it is just as neces- 
sary to expect some increase in that 
unit cost.” 

This viewpoint is the more log- 
ical, he said, because though adver- 
tising cost, like manufacturing cost, 
is an expense, it also has in it a 
certain quality of capital expendi- 
ture. That is, he explained, adver- 
tising expenditures are to a certain 
extent money ploughed back into 
the business because advertising ef- 
fect is cumulative. Undue reduction 
in appropriations may impair this 
cumulative effect and also reduce 
the effectiveness of subsequent in- 
creased expenditures when business 
improves. 

Mr. Holliday said more informa- 
tion should be given the advertising 
department than almost any other, 
in order that it may do a good job. 
It should be advised not merely of 
present competitive conditions, but 
of trends. It needs to know local 
conditions in order that its copy 
may be adapted to special condi- 
tions where they exist. 


Must Retain Freedom 


In spite of all of this, however, 
he asserted that the president 
should make no attempt to dom- 
inate either the advertising depart- 
ment or the agency. Some bad ad- 
vertising has undoubtedly been 
traceable to domination of this kind, 
he remarked. 

He expressed the belief that sim- 
ple but effective control may be 
exercised over the advertising de- 
partment by ranking it as a major 
branch of the business, accordingly 
entitled to frequent conferences. 
Unhappily, there has been a ten- 
dency, Mr. Holliday said, to classify 
advertising as a sub-department, 
and therefore to neglect the confer- 
ences and discussions which enable 
others to function properly. 


Townsend System 
Applied to Copy 
After Publication 


New York, May 10.—Townsend 
Advertising Research Institute, 
Inc., today revealed a new evalua- 
tion report service which will be 
supplied to advertisers at $1 for 
each piece of copy studied. 

The institute also plans to in- 
augurate all-day clinic sessions, 
each Tuesday and Thursday, for 
advertisers who have received eval- 
uation reports and desire additional 
information to help cure defects 
noted in the report. 

Albert E. Haase, president of the 
institute, said that the new services 
are being offered in order to make 
the system available to more adver 
tisers. More detailed and more ex- 
pensive service to both nation# 
advertisers and retailers will Db 
continued. 

Advertisers who submit eithe 
printed or radio copy for evaluatio 
will receive a report telling ho¥ 
many of the Townsend points 4 
included. By attending clinic se 
sions, they will be shown how © 
correct defects revealed by the 
analysis. This will be done wi™ 
out disclosing the 27 points, accor 
ing to Mr. Haase. 
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ADVERTISING AGE 


*Newspaperdom’s highest honor 
has come to Oklahoma on its Gold- 
en anniversary .. . the first time in 
the state’s history. Charles Werner, 
staff cartoonist of The Daily Okla- 
homan and Oklahoma City Times 
has been awarded the Pulitzer Prize 
for the outstanding newspaper car- 
toon of 1938. He takes his place 
along with Batchelor of the New 
York Daily News, Duffy of the Balti- 
more Sun, Talburt of the Washing- 
ton News and Darling of the Herald- 
Tribune syndicate . . . all former 
Prize winners. 

_ This signal honor climaxes a long 
ist of successes that have come to 


The FARMER-STOCKMAN 


“# AS , : a 
a Day les Sty 


Mistcetoe Express 


¢ 


Award 


this 30-year-old Oklahoman and 
Times staff member all within the 
past four years. The Review of 
Reviews first selected several Werner 
cartoons for reproduction. Then the 
New York Times, the Old Literary 
Digest, the Encyclopedia Britannica 
Yearbook and a score of metropoli- 
tan newspapers followed suit. And 
his work hangs in the Press Build- 
ing of the San Francisco Exposition 
and in a selected private collection 
at Chicago’s Academy of Fine Arts. 


Pulitzer 


Pulitzer awards come to but few. 
Charles Werner is one of those so 
fortunate. Yet the spirit and enthu- 
siasm which wins these awards is 
present in every edition of The 
Daily Oklahoman and Oklahoma 
City Times. . . has inspired an army 
of more than 800 proud craftsmen 
on these newspapers to use the 
heads, hands and machines at their 
command to produce consistently 
the finest and most widely read 
newspapers in the Southwest. 


Best Cartoon of 1938 


@ Werner's prize cartoon appeared on 
the editorial page of The Daily Okla- 
homan October 6th, 1938. Predicting 
the impending dissolution of Czecho- 
Slovakia after Hitler had guaranteed 
the country’s inviolability, it was cap- 
tioned “Nomination for 1938.” It ap- 
peared after Germany had seized Sude- 
tanland, before occupying it in toto. 


THE DAILY OKLAHOMAN e OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING 


* WKY,OxtanomaCitry %& 


KVOR, Cotorapo Sprincs > 


OKLAHOMA CITY 


* KLZ, Denver (Affiliated Management) 


COMPANY 
OKLAHOMA 


“ Te Karz Acency, Inc., Representative 
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ADVERTISING AGE 


May 15, 1939 


Marketers to 
Hear Analysis of 
Sales Successes 


Chicago, May 11.— Outstanding 
personalities in advertising and 
selling will be in Chicago May 19 
and 20 to tell the 
American Mar- 
keting Associa- 
tion of the jobs 
which won fame 
for them. The 
spring meeting of 
the AMA will 
hear the story of 
“Air-Foam Re- 
search and Pro- 
motion” from 
Royal E. Davis, 
manager, sales 
research depart- 
ment, Goodyear 
Tire & Rubber Company; “Research 
in Marketing Cellophane” from 


C. S. Fletcher 


O. F. Benz, director of sales, Cello- 
phane division, E. I. du Pont de 
|Nemours & Co.; and of “Research 
and Promotion of the Studebaker 
|Champion,” from C. S. Fletcher, 
sales manager, Studebaker Cor- 
| poration. 
Lionel B. Moses, manager, trade 
'extension division, The American 
Weekly, will tell “How to Merchan- 
dise an Advertising Campaign,” 
and John S. Jones, whose analysis 
of sales records won him the award 
lof the Philadelphia Sales Mana- 
gers’ Association, will describe 
“Marketing for Profits” as done by 
Ralston-Purina Company, of which 
he is director of sales research. A. 
T. Kearney, managing partner of 
McKinsey, Wellington & Co., will 
discuss “Selling Costs.” 

Experts on Stand 

At the Friday afternoon session, 
the marketing experts will try to 
prove it when they stage an “In- 
formation Please” of their own, in 


emulation of the now famous radio 


| program of Canada Dry Ginger Ale. 


Phil Salisbury, executive editor of 
Sales Management, Prof. T. N. 
Beckman, School of Business, Ohio 
State University, Elon G. Borton, 
advertising director of La Salle 
Extension University, and Charles 
A. Woolcott, vice-president of 
Daniel Starch, will be among those 
at whom the problems are hurled. 

The Chicago Federated Advertis- 
ing Club will join the association 
at Medinah Club, where all ses- 
sions will be held, Friday noon, to 
hear Edgar Kobak, vice-president 
of Lord & Thomas, talk on “Props 
and Levers.” The final event of 
the convention will be a Saturday 
luncheon featuring Laurence H. 
Sloan, vice-president of Standard 
Statistics Company on a prediction 
of “The Business Outlook.” 


Bass Agency Moves 

Henry Bass Advertising Agency 
has moved to 9 W. 20th street, New 
York. 


Chicago Ad Managers | GOLDEN ANNIVERSARY 


Scan “Old and New” Copy 


Four Chicago advertising man- 
agers entertained the Advertising 
Managers Club of Chicago at a din- 
ner meeting May 2 in presenting 
analyses of copy today and as it was 
in an earlier era. 

Those who appeared on the pro- 
gram, displaying samples of adver- 
tising used by their individual com- 
panies, were Edgar Herrmann, Zen- 
ith Radio Corporation; M. M. Leb- 
ensburger, B. Kuppenheimer & Co.; 
R. F. Drake, Felt & Tarrant Mfg. 
Company, and G. T. Wruck, John 
F. Jelke Company. 


“Newsweek” Adds Pelkus 


William R. Pelkus, for ten years 
business manager of Parents’ Maga- 
zine, has been appointed director 
of circulation of Newsweek. Be- 
fore he joined Parents’, he was cir- 
culation director of The Shoe and 
Leather Reporter and has also acted 
as publishers’ consultant. 
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A request on your 
letterhead will 
bring you a copy 
of “Little Things 


Do Big Jobs.” 
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... a Lower Cost / 


Sell MorE — with well designed package inserts. Save Money — by 


specifying SARATOGA Super Calendered. 


Inexpensive, with excellent 


printing qualities; gives good halftone reproduction, handles efficiently 


Address All Requests to Sales Dept. E 


in pressroom and bindery. Available in white and seven attractive tints. 


INTERNATIONAL PAPER COMPANY 
220 EAST 42ND STREET + NEW YORK, N. Y. 


BRANCH OFFICES: — BOSTON + CHICAGO + CLEVELAND 


SARATOGA 


Made by the Makers of TICONDEROGA BOOK PAPERS + TICONDEROGA TEXT + TICONDEROGA VELLUM + CHAMPLAIN 


BOOK PAPERS + CHAMPLAIN TEXT + 


BEESWING MANIFOLD + INTERNATIONAL MIMEO SCRIPT 
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SARATOGA COVER + LEXINGTON OFFSET +» ADIRONDACK BOND AND LEDGER 
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BUT USE (290 GASOLINE / 


CD ene ten peters eeseme ep Rey 


Standard Oil Company of Indiana has 
expanded its spring schedule to call at- 
tention to its 50th anniversary. Copy 
will appear in newspapers, farm and 
business papers, and on outdoor posters. 


‘Birthday’ Copy 
to Feature Larger 
Red Crown Drive 


Chicago, May 9.—Celebration of 
its 50th birthday will provide 
Standard Oil Company of Indiana 
with a major theme for an in- 
creased spring and summer cam- 
paign, largely in newspapers, ac- 
cording to plans disclosed here to- 
day by Wesley I. Nunn, advertising 
manager. 

“Golden Jubilee Red Crown— 
Celebrating Standard Oil’s 50th 
Birthday” will be the catchline of 
all gasoline copy, Mr. Nunn said, 
adding that this is the fourth suc- 
cessive spring campaign in which 
the company has _ increased its 
schedule. 

More than 75 per cent of the total 
appropriation will go to 1,789 daily 
and weekly newspapers in the 13 
Midwest states covered by the com- 
pany. Copy will also appear in 27 
farm papers, 42 business papers 
and on 24-sheet posters and curb 
and highway approach signs. 
Large illustrations will depict the 
pleasures of motoring in the great 
outdoors, while brief copy will set 
forth Red Crown’s five major sell- 
ing points: uniformity, livelier re- 
sponse, smooth power, economy and 
anti-knock qualities. 

Copy for Iso-Vis motor oil will 
be devoted to emphasis upon the 
product’s long-lasting qualities, as 
in previous campaigns. Also sched- 
uled for repetition are insertions 
prior to Memorial Day, Independ- 
ence Day and Labor Day, stressing 
the value of the free check-up serv- 
ice at Standard dealer stations for 
motorists planning holiday jaunts. 
McCann-Erickson is the Standard 
agency. 


Classified Group to Meet 


Wisconsin Classified Advertis- 
ing Managers’ Association will meet 
in Wausau Sept. 25-26. 
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THIS IS THE ACTUAL TRIM SIZE jf 


MStrUICTION 


ethods and Equipment 


- 


This pioneer pictorial publication for construction men is read by today’s busiest men — engineers and contractors who in 
1939 will convert construction blueprints into more than 8 billion dollars’ worth of completed projects—the greatest con- 
struction volume since boom-time 1929-30. 
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ENGINEERING NEWS-RECORD SEGMENT. 


CONSTRUCTION METHODS & EQUIP. SEGMENT 


, E 
4 5% Duplication | | 
OF PAID CIRCULATION 
ia wt, on eee... Pe 
This diagram illustrates how Construction Methods 
@ Equipment complements Engineering News-Record 
in covering engineers, contractors and their staffs in 
the front offices and field offices of construction with 
a duplication of only 5% in paid subscriptions. The 
diagram is plotted from the latest ABC records and . 
shows for each publication the proportion of paid ee 
circulation to engineers and contractors in all rami- Roe 
fications of engineering, construction, operation and 
maintenance. 
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The Crosley Distribution Plan 


Announcement of plans for the 
distribution of the new Crosley $325 
automobile, reported in detail in the 


May 8 issue of ADVERTISING AGE, 
made interesting reading. The 
Crosley car will be sold by the 


present Crosley dealer organization, 
which has been engaged in selling 
radio sets and electric refrigerators. 
And any automobile dealers who 
take on the Crosley car will also be 
expected to handle the other prod- 
ucts in the line. 

Experienced automobile mer- 
chandisers are inclined to think that 
some severe headaches are in pros- 
pect for the Crosley organization 
because of the necessity of training 
even a selected group of dealers in 
the big job of selling and servicing 
ears. To expect a dealer without 
previous experience to do a good 
job of supplying service; to tackle 
and overcome the difficult problem 
of trade-ins, and to protect himself 
in what is probably the most highly 
competitive business in the world, 
is perhaps being unduly optimistic. 

On the other hand, the Crosley 
policy of trying to insure a profit 
for dealers by having them handle 
the entire line, and thus get suffi- 
cient volume to maintain an organ- 
ization, regardless of season, is one 
with which those familiar with the 
terrific mortality among automobile 
dealers can sympathize. The turn- 


over among dealers in established 
automobiles goes on at a rapid rate, 
something like 800 dealers out of 
a total of 40,000 giving up the busi- 
ness ghost every month. If Crosley 
can avoid this huge loss, it will 
have escaped a handicap which has 
dragged all but a few successful 
manufacturers down to defeat. 

Central service stations operated 
by the factory may lighten the 
service load on big-city Crosley 
dealers; and perhaps because of the 
low price of the car they will have 
fewer trade-ins to worry about. 
But under any conditions they will 
face service responsibilities and the 
resale of used cars, the two big 
rocks on which the ships of thou- 
sands of automobile dealers have 
foundered. If they can tap the 
market represented by non-owners 
attracted by the low cost of the 
Crosley, they may avoid some used- 
car headaches, but this is exactly 
the market to which every dealer 
with a stock of used cars is already 
appealing. 

The automobile industry realizes 
full well that the dealer’s lot is a 
hard one, and that it is difficult 
for him to save enough net profit 
out of even a respectable gross to 
survive. If Crosley has found the 
answer, it will be welcomed by the 
whole field, but the old-timers have 
their fingers crossed. 


Tax Money to Boost Taxes 


The numerous advertising cam- 


paigns now being conducted by 
states, cities and other political 
units, involving expenditures of 


taxpayers’ money for promotion 
purposes, have many objectives: in- 
creasing tourist traffic, attracting 
new industries and winning new 
home-makers. And the benefits are 
not shared merely by the business 
men who serve travelers, but by the 
taxing authorities into whose baili- 
wicks they make temporary or per- 
manent entrance. 

The problem of every govern- 
mental body these days is to in- 
crease its tax revenues. New 
sources of taxation are just as im- 
portant to it as new business to a 
manufacturer or merchant. Thus 
states and cities are in definite com- 
petition with each other for 
taxes which will be paid some- 
where, somehow, by tourists and 
residents. Increasing the volume of 
traffic and the size of populations 
is thus the first step in the direction 
of increasing tax revenues, which 
are of prime importance in the sup- 


the | 


port of the expanding services now 
being rendered by governments, 
federal, state and local. 

The state of Illinois, for example, 
is seriously considering authorizing 
a half-million dollar expenditure 
for advertising in the next two 
years, with the specific objective of 
increasing tax revenues. Every 
visitor pays taxes on his purchases 
within the state, through the appli- 
cation of the retail sales tax, and 
every new business or home estab- 
lished in the state renders unto 
Caesar in the form of taxes on real 
estate and personal property. Some 
other states add taxes on incomes. 

Everybody objects to taxes, and 
yet everybody knows that under 
present conditions they are certain 
to become heavier rather than 
lighter. Thus government, con- 
fronted with the practical problem 
of finding new sources of taxation, 
is turning to advertising as a means 
of helping its citizens to do more 
business, thus assuring itself of a 
larger cut of the billions paid out 
every year by American citizens. 
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Ad-libbing 


IN HIS MADNESS 


—Progressive Grocer 


"| don't want to buy them—! only want to draw facsimiles of the labels for a 
contest." 


Unconventional 


If we’re not mistaken, the furni- 
ture store whose highly unconven- 
tional newspaper ad you see here is 


CRASH! 


They Busted Through Our Window! 


COTTON MATHER 
277.31 MN. W. PIRST STREET 


0 Sif yon bower? get of eect poy whet yoo eee and seed tee rect op 
(ee ee entry 


the one which persistently advises 
motorists all around Miami that it 
sells “good and bad furniture.” We 
can understand pretty near all of 
this sale copy, including the part 
that tells readers to “pick out what 
you want and make us a low offer,” 
but we're sort of flabbergasted at 
the P.S., which says: “If you haven't 
got all cash pay what you can and 
send the rest up the country.” 

Nevertheless, we had no difficulty 
deciphering the succinct note which 
Cotton Mather sent along with the 
ad. In full text, it reads: “En- 
closed some ads that are packing 
the house.” 


What's News 
Caterpillar Tractor Company's 
news bureau recently sent out a 


letter to editors enclosing a state- 
ment of its policy issued 10 years 
ago, and reiterating its faithfulness 
to this policy 

“Free publicity! There is no such 
thing,” said the statement. “Wise 
advertisers and conscientious edi- 
tors have united to fight the phrase 
and the abuses for which it stands. 

“Some one pays for every type 
column in. every paper. If it is 
without interest to the reader, if it 
is an effusive tribute to a present 
or prospective advertiser, if it is a 
‘puff’ for some product—then the 
magazine or paper pays. Pays in 


loss of reader respect and interest. 


Pays in loss of subscribers—and, 
ultimately, in loss of advertisers. 

“But perhaps it is interesting!— 
a new short cut in tractor farming, 
a new way of handling logs in the 
woods, a new device for moving 
earth! Then some one paid to get 
that genuine item of real news— 
paid the cost of having alert men 
on the ground to observe and re- 
port—paid the cost of photographs 
promptly taken while the story was 
still hot! Such news stories of field 
performance win places in maga- 
zines and papers on merit—they 
please the editor, the reader and 
the firm that paid the cost of col- 
lecting data and pictures. 

“Good articles cost money to get 
—poor articles cost money to pub- 
lish.” 


Baseball Anti-Freeze 
Cities Service pitched right into 


the baseball season with a dealer 
broadside plugging its Koldpruf 
anti-freeze, of all things. In per- 


fect seasonal form, the self-mailer 
showed a batter picking his weapon 
from a heap, the appropriate cap- 
tion being, “Select the right bat!” 
And the first fold showed Koldpruf 
sitting snugly on all four corners of 
the diamond, while a baseball in 
the corner told dealers “there’s not 
two strikes on you when you go to 
bat with Koldpruf anti-freeze.’ The 
inside puts it all together. ‘Sure, 
we know your customers are not 
asking for Koldpruf now, but this 
is the time to make anti-freeze 
plans for next season,” it says. And 
then it gives reason-why copy on 
Koldpruf under the captions, “You'll 
‘get on’ because,” “You make sec- 
ond because,” and “You score be- 
cause.” 


Jottings 


Richmond Hotels, Inc., Richmond, 
Va., have issued an unusual promo- 
tion piece. It’s a neat little recipe 
book, called “Cooking of The Old 
Dominion” prior to 1838, and such 
tidbits as batter bread, black turtle- 
bean soup, Brunswick stew and 
venison haunch are the subjects of 
the ancient recipes. . . 

“What were you doing 33 years 
ago?” Lovell Mfg. Company asks 
dealers in a folder which repro- 
duces a letter just received from a 
woman in Canada in answer to an 
advertisement of the Busy Bee 
Washer Company (Lovell prede- 
cessor) which appeared in Vickery’s 
Fireside Visitor in 1906. For the 
benefit of dealers, Lovell explains 
that Vickery’s was merged with 
Happy Hours in 1907, but it doesn’t 
tell us what happened to Happy 
Hours 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa! 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1496. Standard Market Data 
and New Information About St 
Louis. 

The St. Louis Post-Dispatch has 
issued this 19th annual market data 
file which contains concise informa- 
tion on the Greater St. Louis area, 
with the relative rank of its news- 
papers in circulation and advertis- 
ing. The material is presented in 
convenient form, with pages tabbed 
for easy reference to the various 
sections. 


No. 1491. Household Appliances. 

Findings of a survey on appliance 
merchandising, made by a leading 
appliance business paper, have been 
issued in booklet form by McCall’s 
Magazine. Replies from home serv- 
ice directors of utilities, distributors 
and retailers show the relative im- 
portance of men and women as 
prospects for household appliances 
and the reasons. Graphs indicate 
consumer magazines voted best in 
educating readers to the advantages 
of owning modern appliances. 


No. 1495. Monthly Rental Map of 
Allegheny County. 

This map, issued by Pittsburgh 
Press, subdivides cities, boroughs 
and townships into census tracts, 
with population, number of dwell- 
ing units or families, average rental 
value and rank of each tract tabu- 
lated. Printed in four tones of red, 
the map indicates high and low 
class areas in the county. 


No. 1493. Men, Methods and Ma- 
chinery. 

Seven broadsides of a series have 
been condensed in this handsome 
32-page brochure to tell the com- 
plete story of the Oklahoma Pub- 
lishing Company. Profusely illus- 
trated, the book describes the 
growth and expansion of the com- 
pany and its part in the develop- 
ment of Oklahoma City, and the 
directorate and managers who co- 
ordinate the company’s men, meth- 
ods and machinery. 


No. 1494. 
Chart. 


National Broadcasting Company 
has issued this pocket size card, 
which shows the time in 144 cities 
in relation to each other during the 
1939 daylight saving time period. 


No. 1478. Yearbook, 1939. 


Several sections compose this 
new brochure issued by the Los 
Angeles Times. Opening pages are 
devoted to Southern California’s 
industry and commerce, and the 
other sections deal with the cover- 
age of the market by Los Angeles 
papers, comparative linage figures 
in various classifications, and the 
features and services of the Times. 


No. 1477. Standard Market Data 
for Dallas, Texas. 


This study, issued by The Dallas 
Morning News, offers detailed mar- 
ket information covering population, 
standard of living, industries, whole- 
sale and retail trade outlets, with 
maps of the Dallas retail trade area. 
Facts about the paper’s editorial 
set-up, merchandising service, cir- 
culation, linage and other details 
are included. 


Daylight Saving Time 


No. 1464. A Private Audition 


Radio Station WMC, Memphis, 
has issued this new study of the 
Memphis trading area, giving tabu- 
lations of population, radio homes, 
spendable incomes and other market 
data, by counties, for the station’s 
day and night coverage. Facts 
about WMC’s facilities, programs, 
and merchandising helps are cov- 
ered in detail. 
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3 PAGES IN THE CHICAGO TRIBUNE PULL 


“LARGEST MONDAY’S. BUSINESS IN OUR 
"STATE STREET STORE’ 


Govern, 
Sia a 733 sour, STATe ore Inc. 
mes Dany CHICAGo 
—MAURICE GOLDBLATT 
President, Goldblatt Bros., Inc. niet Medaton Pril 26, 95. 
Chi Tibune 


“EVERY DEPARTMENT ON 
OUR TEN FLOORS DID 
AN OUTSTANDING JOB” 


LL TEN FLOORS of Goldblatt’s State Street store 

on Monday, April 24 offered a spectacular demon- 

stration of the responsiveness of Chicago’s largest con- 
stant audience. 

To launch its State Street Day event, Goldblatt’s on 
Sunday, April 23 used 13 full pages of advertising to 
picture and describe hundreds of timely values to readers 
of the Chicago Sunday Tribune. 

On Monday, 1,700 extra sales people, in addition to the 
regular staf of 2,000, were on duty ready for the crowds. 

But, wrote Maurice Goldblatt, president, ‘“The results 
far exceeded our expectations .. . It was impossible to 
take care of our customers and give them the usual 
Goldblatt service. 

“Every department on our ten floors did an out- 
standing job. We set a sales record for the largest Mon- 
day’s business in our State Street store.”’ 

Here is fresh evidence that you can get more business 
right now if you go after it through the medium to 
which Chicago is accustomed to respond. 

Every day of the week, more than 725,000 families 
living right in metropolitan Chicago look to the Tribune 
for news, entertainment and buying ideas. 

Because its editorial qualities appeal to people in all 
walks of life, the Tribune reaches a majority of all the 
families in metropolitan Chicago—practically as many 
as are reached by any two other Chicago newspapers 
combined. 

The experience of Chicago department stores proves 
that Tribune readers make up their largest and best 
Chicago market. Department stores spend more money 
for advertising in the Tribune than they spend in all 
other Chicago newspapers combined. 

Regardless of the kind of product you sell .. . or to 
whom you sell . . . you can sell more by building your 
Chicago advertising program around the Tribune. Rates 
per 100,000 circulation are among the lowest in America. 


Chicago Cribune 
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THE OALD'S GREATEST NEWSPAPER 
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AVERAGE NET PAID TOTAL CIRCULATION NOW. MORE 
THAN 900,000 DAILY—OVER 1,100,000 SUNDAY 
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Chain Druggists Ask 
Fair Play by Press 
on Seizure Stories 


Adjustment Sought on 


Retailer Discount Under 
Fair Trade 


(Picture on Page 35) 

White Sulphur Springs, W. Va., 
May 9.—The National Association 
of Chain Drug Stores, in convention 
here last weekend, looked ahead to 
the possibility of more seizures by 
the Department of Agriculture un- 
der the new Federal Food, Drug 
and Cosmetic act, in adopting a res- 
olution adjuring the press to re- 
frain from premature publicity con- 
cerning such seizures. 

Along with this resolution were 
three others which urged adjust- 
ment of retail and wholesale dis- 
counts to take into consideration 
the former’s higher overhead costs; 
support of Nationally Advertised 
Brands Week, and continuation of 
the campaign supporting larger sizes 
of national brands. 

The resolution asking for fair play 
in the publicity accorded seizures 
pointed out that while the majority 
of manufacturers of goods affected | 
by the act are attempting to comply 
with its provisions, technical mis- | 
understandings may arise. 

“In many cases,” the resolution | 
read, “only action by the courts will | 
settle definitely whether the statute 
was violated by a given manufac- 
turer. 


Misunderstanding Likely 


“Publication in the press that the 
goods of a particular manufacturer | 
have been seized because of an al- | 
leged infraction of said_ statute, 
leads many people not familiar with 
the practice under said act and in 
great difficulty of construing it cor- 
rectly, to believe from the mere fact | 
of seizure the particular product is 
adulterated, dangerous or otherwise 
unfit for use.” 

The resolution concluded: “Re- 
solved that this convention repre- 
sent to the press that no public in- 
terest is sufficiently served by pub- | 
lication of the preliminary steps in | 
securing the construction and ex- 
tension of said act, to justify the 
irreparable damage done to the 
manufacturers by such publication, 
and therefore such publicity except 
in extreme cases should be reserved 
for the final outcome of such pro- 
ceedings.” 

Discounts and fair trade laws 
were other major convention topics. 
A resolution adopted on the first 
pointed out that fair trade contracts | 
in many states had brought about 
minimum prices to the consumers 
which do not always allow a rea- 
sonable profit to both wholesaler 
and retailer. It was further empha- 
sized that the cost of retail distri- | 
bution approximately two and | 
one half times that of wholesale 
distribution. 

Omitting specific requests, the | 
resolution urged upon manufactur- 
ers the “necessity and equity of 
recognizing this situation in allo- | 
cating the gross profit between the 
wholesaler and the retailer.” 

[This same question provoked 
considerable comment at a meeting | 
in Chicago last month of the Toilet | 
Goods Association and the National 
Wholesale Druggists Association. | 
(ADVERTISING AGE May 1.) It was | 
then asserted that the wholesaler 
had been passing on much of the 
15 per cent discount allowed him to | 
the retailer to help the latter meet | 
excessive competition. ] 


1S 


Consumer Is Fair Trade Judge 


Consumer desire was pictured 
the final determining factor in the 
success or failure of fair trade laws 
by Dr. Robert L. Swain, editor of 
Drug Topics and Drug Trade News 
Dr. Swain emphasized that no real 
consumer opposition has yet | 
emerged against fair trade laws in 
the 44 states where such statutes are 
operative, and that this 


as 


us 


now fact 


indicated a consumer favor toward 
such legislation. Fair trade has also 
reduced consumer prices, he de- 
clared. 

“Fair trade laws are a seriously 
conceived experiment from which 
we hope and believe will come an 
improvement in the economics of 
the market place,’ he declared. 
“How well they succeed depends 
upon the machinery with which 
they are administered. 

“Fair trade has brought a certain 
peace and harmony into retail dis- 
tribution and has forced manufac- 
turer and distributor to see things 
from a common point of view. 

“Prices have been reduced to the 
consumer and workable cooperation 
has been given a place of impor- 


tance in deciding the rules of the 
market place. Predatory competi- 
tion has been subdued and commer- 
cial cannibalism about destroyed.” 


Prudential Names B. & B. 


The Prudential Insurance Com- 
pany of America, Newark, N. J., 
has named Benton & Bowles, New 
York, to handle a special “inform- 
ative’ campaign. Cecil & Presbrey, 
New York, will continue to man- 
age a portion of the account. 


To Surface Lines 


William H. Bromage has been ap- 
pointed supervisor of public rela- 
tions for Chicago Surface Lines, 
succeeding the late Halbert O. 
Crews. His work will include direc- 
tion of advertising activities. 


Steelman Returns 
Wesley A. Steelman has been re- 


| appointed Pennsylvania representa- 
|tive of Milprint, Inc., cellophane 
converter, after a year’s absence. 
He succeeds Nels Harris, who has 


been transferred to New York. 


Underwood to McKim 


William Underwood Company, 
Watertown, Mass., has appointed A. 
McKim, Ltd., Montreal, to handle 
the advertising of its deviled ham 
in Canada. 


To Federated Sales 

Federated Sales Service, Boston, 
has been appointed marketing 
counsel for Grant Mfg. Company, 
Rockport, Mass., maker of Grantool 
screw drivers. 


Barry T. Mines Company, New 
York, has been appointed national 
representative of the Hunterdon 
County Democrat, Flemington, N. J., 
and the Delaware Valley News, 
Frenchtown, N. J. 


Dreher Moves 


The executive office of Monroe F 
Dreher, Inc., Newark, N. J., has 
been moved to 790 Broad street 
The telephone number is Mitchel! 
2-7918. 


Ulrich to Hytronic 

Vinton K. Ulrich has been named 
sales and advertising manager of 
Hytronic Laboratories, Salem, 
Mass., a division of Hytron Cor- 
poration. 


ABOVE—Sunset 
Highway at point 
where it passes Lake 
Keechelus on western 
rim of Spokane’s In- 
land Empire. 


THE SPOKES 


ABOVE— 18-foot pen- 
stock on way to Grand 
Coulee dam from fab- 
ricating plant. 


LEFT—Logs on_ the 
St. Maries river in the 
Spokane area. 


RIGHT—Riverside 
avenue, Spokane, hub 
of an area large as New 
England; and with as 
many people as Wash- 
ington, D.C. 


wheat in 
hounds Spokane 


SUNDAY 


Combine cutting, threshing and sacking 
Whitman 


county, which 
county on the South. 


Modern Noah’s arks—boats used in 
clearing the bed of a new 151-mile 


lake 


back of 


(irand Coulee dam. 


EVIEW 


MORNING 


SPOKANE, 


Advertising Representatives —JOHN B. WOODWARD, Inc.—New York—Chicago—Detroit—Los Angeles—San Francisco 
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G-M Unit Launches 
Drive on Bicycle 
Speed Changer 


Bristol, Conn., May 9.—New De- 
parture division of General Motors 
Corporation will use comic sections 
in 36 Sunday newspapers to call at- 
tention of youngsters to its prize 
contest on the new Speed Changer, 
which provides old bicycles with 
two speeds instead of one. This 
schedule is in addition to the list of 
boys’ magazines New Departure has 
been employing for its coaster- 
brake promotion. 

Copy will consist of strips in the 
newspapers and three or four sep- 
arate insertions in each of the 


magazines, including American Boy, 
Boy’s Life, Open Road For Boys 
and Young America. There will also 
be insertions in Life. Contestants 
are required to write a letter on the 
subject “Why I want a New De- 
parture Speed Changer on my 
bicycle,” with trips to the New 
York World’s Fair and the San 
Francisco fair as the principal 
prizes. J. M. Hickerson, New York, 
is the agency. 


Collier on Own 

Charles W. Collier, for the past 
ten years general sales and adver- 
tising manager of Recorder Printing 
& Publishing Company, San Fran- 
cisco, has established his own pub- 
lic relations office in the Mills bldg., 
San Francisco. 


Irving Joins Fairfax 

Edward L. Irving, for the past 
five years in the sales department 
of Schenley Distillers Corporation, 
New York, and its subsidiaries, has 
joined H. W. Fairfax Advertising 
Agency, New York, as vice-presi- 
dent. 


Crowell Names F&S&R 


Crowell Publishing Company, 
New York, has appointed Fuller & 
Smith & Ross, New York, to handle 
its consumer facts campaign in 
defense of advertising. 


To Frankel-Rose 


Shorewood Company, Chicago, 
resort properties, has appointed 
Frankel-Rose Company, Chicago, to 
direct its account. 


Buys “Petroleum Register” 


Russell Palmer, New York, pub- 
lisher of World Petroleum Direc- 
tory, has purchased Petroleum Reg- 
ister. The first combined issue will 
appear May 25 under the name 
World Petroleum Register. 


Ryerson Promoted 


Albert O. Ryerson, formerly sec- 
retary of the New York Theatre 
Program Corporation, has been 
elected vice-president and director 
of the company. Ellis W. Meyers 
has been elected secretary. 


Wilson Advanced 


E. C. Wilson, general sales man- 
ager of Munsingwear, Inc., has been 
named vice-president in charge of 
sales and merchandise. 


—— —————— — 


OR over a century and a half the wealth, re- 
sources and beauties of the territory now known 
as the Inland Empire have been attracting the out- 
side world. First came the fur traders in frail canoes 


up the Columbia and its tributaries: then came the 


gold seekers, woodsmen and farmers in covered 


wagons or on horseback, later in the crude trains of 


the eighties. Now tourists, settlers, business men 


come in air-conditioned coaches. comfortable motor 


Stages, swanky airliners and smart private cars, 


come in increasing numbers—to gaze at Grand 


Coulee dam, soon to produce three Niagaras of 


power—to watch clearance operations along the 


bed of the 151-mile lake already starting to form 


behind the dam—to watch engineers tend flowers 


and mow lawns in the world’s largest all-electric 


city 


to traverse the Columbia basin reclamation 


project destined to produce twice as much farm 


wealth yearly as the entire state of Florida—to see 


the world’s largest body of white pine, its largest 


Spokane Daily 


WASHINGTON 


EVENING 


white-pine 


campaigns will follow the 
schedules to the Spokane 
market in 1939! Our latch- 
string is out! 


saw mill—to see 


and towns. 


farming operations 


conducted with machine-age efficiency —to catch 
the tempo of modern living in the thriving cities 


No wonder Spokane is on the itinerary of hordes 


tisers all over the nation to 
spot the Spokane market. 


And a last word:— Here's 
hoping that all who have a 
hand in arranging these 


of tourists enroute to the San Francisco Fair. Thus, 
millions of tourist dollars are being added to the 
millions of federal project dollars and the millions 
of new-wealth dollars rolling in on this favored 


region. These factors are causing important adver- 


hronicle 


Color Representatives—Sunday Spokesman-Review Magazine and Comic Sections—Pacilic Coast Comic and Magazine Group- 
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Seek Gauge of 
Consumer Opinion 
on Advertising 


Research Foundation 
Aids Study by Alpha 
Delta Sigma Group 


New York, May 9.—In an effort 
to determine how much credence 
consumers place in advertisements 
they read and to appraise general 
attitudes toward the field as a 
whole, Alpha Delta Sigma, adver- 
tising fraternity, has launched a 
nationwide survey on the subject. 

The study, which is being made 
in cooperation with the Advertising 
Research Foundation, is directed by 
the Graduate School of Business 
Administration at Harvard Univer- 
sity. Investigators are student mem- 
bers of the fraternity’s 18 college 
chapters. 

The field men are equipped with 
two questionnaires, devised by Neil 
Borden, professor of advertising at 
Harvard, and approved by the 
American Association of Advertis- 
ing Agencies. It is planned to inter- 
view 25,000 consumers before the 
study is completed next month. 


To Submit Actual Copy 


In connection with one of the 
forms, investigators carry adver- 
tisements typical of different copy 
techniques, such as strip, testimo- 
nial, scientific test and cartoon. 
Consumers are being asked if they 
find the advertisements in bad taste, 
and if so, to mention one or more 
reasons. These include exaggera- 
tion, repulsive ideas, lack of truth, 
indecency, use of the fear motive, 
disbelief of testimonial and unat- 
tractive appearance. Another ques- 
tion asked is whether certain fea- 
tures considered objectionable 
should be prohibited by law. Other 
questions concern opinions as to 
whether products measure up to 
claims and to competitive items. 

The questionnaire on general at- 
titudes seeks to disclose whether 
consumers think they get better 
value from unadvertised brands, 
whether they believe advertising 
raises the prices of products, and 
whether advertisements should be 
replaced by impartial statements by 
the government or some other 
agency. Consumers are invited to 
express opinions in varying degrees 
ranging from strong agreement to 
strong disagreement. General atti- 
tudes toward individual types of 
media, such as magazines, radio, 
mail, newspapers and outdoor, are 
also sought. 

In tabulating the interviews the 
results will be broken down accord- 
ing to occupation, automobile and 
home ownership, family income and 
size of city. Whether some thought 
has previously been given to the 
subject of advertising values will 
also be noted. Results of the survey 
will be presented at the fraternity’s 
annual convention, to take place 
here in conjunction with the Adver- 
tising Federation of America’s an- 
nual meeting, June 18-22. 


Drive for Automeal 


Westinghouse Electric & Mfg. 
Company has launched a _ special 
campaign for Automeal, its new 
electric roaster, featuring a glass- 
panel top. The Saturday Evening 
Post and newspapers are being 
used. Fuller & Smith & Ross, Cleve- 
land, is the agency. 


To Ray McCarthy 

North British Rubber Import 
Company of America, New York, 
has appointed Ray McCarthy Ad- 
vertising Service, New York, to di- 
rect its advertising. Newspapers, 
business papers and magazines will 
be used. 


Changes Supplement Date 


El Farmaceutico, New York, has 
changed the date of publication for 
its special World’s Fair supplement 
|from the June issue to the July 
' issue. 
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Voice of the Advertiser 


Answer to Child's 
Query Packs Wallop 


To the Editor: My young daugh- 
ter asked me what an asterisk was. 
Thank goodness I was glancing 
over the Nash full page in the 
Satevepost of May 6, at the time, 
and could give her the 
intelligent answer: 

An asterisk a symbol resem- 
bling a six petalled daisy which is 


1S 


used by advertising copywriters. It | 


is the shortest of all short-hand 
methods of saying “Optional Equip- 


ment—Slight Extra Charge.” 


The copywriter always places an 


asterisk at a strategic point in his 
ad. This is a set rule and makes 
the reading of ads a game. It never 
fails to keep the reader from being 
bored with the “meaty,” selling- 


descriptive copy which always fol- | 


lows an asterisk. Instead, at the 
sign of the asterisk, he starts look- 
ing about the page for the line or 


so that is always set in the tiniest | 


type. When he finds it, at long 
last, he is as proud as Barrymore 
with his fourth divorce. 


The asterisk, therefore, saves 
countless hours for the readers of 
advertisements. Even if he does 


go back to the point where he left 
off—his quills are standing straight- 
up over that “slight extra charge.” 
But usually he doesn’t go back. He 
has had his victory. 

And, after all, it was the 
writer’s own asterisk. 

CHARLES M. 
Hatch Advertising 
Portsmouth, Ohio. 


copy- 


HATCH, 
Company, 


v v v 


Chapter Three? 


To the Editor: Your story headed 
“Retailers Welcome Newspapers 
Back in Paid Space” in the April 
17 issue gave us an idea. The re- 
sult is the enclosed two page broad- 
side which was mailed today to the 
Springfield merchants. 

Chapter 1 is a copy of the Spring- 
field Shopping News efforts to pub- 
licize the “Time” magazine story. 
This was mailed a few weeks ago 
to the local stores. Chapter 2 
(thanks to ADVERTISING AGE) is our 
answer. 

Maybe there is an answer to our 
answer, who knows? Does any- 
body desire to write a Chapter 3? 

H. T. RILey, 

Springfield Newspapers, Spring- 

field, Mass. 


This depar 


following | 


tment is a reader's forum. 


Letters are welcome. 


| DRIVE AGAINST SUB-STANDARD BATTERIES 


Discards Politeness 


To the Editor: This poster is be- 
ing used for point-of-purchase dis- 
play as a means of furthering our 


campaign against low-price, sub- 
|standard batteries. The latest is- 
|sue of our “Exide News” contains 
full details of this drive. 

It is not our policy to criticize 
| competing merchandise. What we 
lare criticizing, however, is the 


practice of some automotive deal- 
ers in encouraging car-owners in 
their erroneous belief that they can 
get a battery of standard quality 
| for the low price they pay for one 
that sub-standard. Whether a 
battery is above or below standard 
is not a matter of opinion, but is 
determined by the minimum crank- 
ing and life standards for automo- 
tive batteries established by the 
Society of Automotive Engineers. 
The poster is an enlargement of 
a cartoon, and has an interesting 
history. Originally published a 
few years ago in “Exide News,” it 
has been blown up into poster form 
by request of Exide wholesalers 
and dealers at least four times. 
This campaign was conducted 
jointly by this department and our 
automotive replacement sales de- 
partment. To ensure as close to 
100 per cent showing the poster 
as possible, mail followup was 
|put through to Exide dealers via 
| wholesalers and branches. In ad- 
dition, wholesalers mailed to all 
| their dealers statement restating 


is 


“Now, as quickly as possible after 
resumption of publication of the 
newspapers we announce abandon- 
ment of our private advertising 
enterprise. We are keenly alive to 
the fact that no private organ of 
publicity has any right to exist 
where it conflicts with the welfare 
of the community newspapers.” 


Reprinted trom 
ADVERTISING AGE 


Flahert 
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_ | WHICH ONE WOULD YOU ON? 


(anne THAT CRANK, 
MISTER, | DONT 
CHARGE MUCH 
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| their policy of selling only batteries 


of standard quality. 

There are times, in my opinion, 
when the traditional, orthodox style 
of approach may be too polite for 
effectiveness and, when the cause 
is a just one, it is necessary to roll 
up the sleeves and do some swat- 
ting. 

In this instance, we swatted the 
low-price, sub-standard battery 
menace, and judging from the com- 
ments coming in we have the fans 
with us. 

A. N. DINGEE, 

Advertising Manager, Electric 

Storage Battery Company, 

Philadelphia. 


v 


v v 

Ideas Sought for 
Civic Betterment 

To the Editor: Your readers may 
be interested in a new contest just 
launched by the World-Herald in 
which cash prizes totaling four 
thousand dollars will be awarded 
for the best ideas that will mate- 
rially benefit Omaha and Nebraska. 
Many entries have already been re- 
ceived although the competition 
does not close until June 30. 

This contest, conceived by Henry 
Doorly, publisher of the World- 


huge 
Spike 


successful Golden 
Days celebration, held in 
Omaha last month. The latter 
proved beyond all doubt that 
the public generally is given 
opportunity to participate in 
event, its success is assured. 

If this contest is as successful as 


and very 


an 
an 


papers throughout the land will be 
interested in sponsoring similar 
contests and we shall be most happy 


tails. 

T. W. SUMMERS, 
Promotion Manager, World- 
Herald, Omaha, Neb 


vfs 


From the Outside 
‘Looking in 
To the Editor: 
| story (with 
}men). 
There were two bass-fiddle play- 
ers, father and son, who played in 


Winchell tells this 


a moral 


|} the orchestra at the Metropolitan 
Opera. Finally, one day the dad 
| got an afternoon off and bought a 
|seat in the eighth row to see the 
)opera (at the Met) for the first 
time. When he got home, his son 
asked him how he liked it. 
“D’you know those dirty-necked 
dames in the chorus?” he said ex- 
citedly. “Well, they’re really very 
beautiful And those moth-eaten 
backdrops? Well, they’re very ar- 


| tistic settings. 3ut here’s the most 
|amazing thing of all... you know 


j 


ithat part that goes ‘zoom, zoom, 
zoom’? Well, by God, that’s the 
| Toreador song!” 

To me, that story sums up what 
happens to a lot of old advertising 
gentlemen who have been chained 
to desks several decades too long 
A surprising number of them 


surveys, copy tests, et al to the 
contrary ... don’t realize, haven’t 
the faintest idea just how “the 
show” appears, sounds and leaves 
the cash customers. 

Try sitting out in the eighth row 
yourself some time. You may dis- 
cover what that fascinating “‘zoom, 
zoom, zoom” is all about! 

Gar YOUNG, 
Philadelphia. 
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We Give Up 


To the Editor: Have any others 
written you regarding recent news- 
paper copy used by American Air- 
lines and United Air Lines featur- 
ing Chicago to New York service? 

Both lines claim to offer “the 


7. 


shortest” route. Can this be true 
—both shortest? One says “fastest 
average service,’ yet both show 


three hour and 55 minute schedules. 
It’s got me. 
A. R. OLESON, 
Omaha, Neb. 


Ow 


Good Will for 


Mother's Day 


To the Editor: We have devel- 
oped what we believe is an original 
idea that has been receiving an ex- 
cellent reception in this vicinity. 

It is a Mother’s Day card and 
envelope which our client, Inter- 
state Cotton Oil Company, manu- 
facturer of Mrs. Tucker’s Shorten- 
ing, Sherman, Tex., is giving free 
to anyone who writes Mrs. Tucker. 


The card has a photograph of 
Mrs. Grace Noll Crowell, well 
known poet and the American 


Mother of the past year, who lives 
in Dallas, and a “Mother” poem 


Tucker. 

There is no advertising or Mrs. 
Tucker’s identification on the card 
or envelope which the recipient is 
to mail to his mother, but with the 
card and envelope Mrs. Tucker 
mails a short letter with a close 
connection between mother and 
shortening. 

These free gifts have been 
plugged by 100-word announce- 
ments on 12 of Mrs. Tucker’s radio 
programs over Station WFAA, and 


which she wrote especially for Mrs. | 


in one-column by 18-inch news. 
paper advertisements in about 15 
newspapers over the Southwest, 
and 13,000 requests have been re- 
ceived for them. 
WILSON W. CROOK, 
Crook Advertising Agency, 
Dallas, Tex. 


For “Forgotten Men” 


To the Editor: We feel that this 
advertisement, addressed to “For- 
gotten Men,” may indicate a new 


Cr rT SS} | Mens = 


This ad ts written for 


“FORGOTTEN MEN" 


to know that we've 
m to men whe think 


tregular sizes com 


li of our suit stock 


“« 
This particularly apples to our Tmple Test Wor 
ed stock— America’s Ace suit value Whether 
te a 1oo-pounder of 150-pounder, a 5-foot 
footer, you'll find a Tnple Test that wall fit as 
hough made for you Come in— we'll prove 
Trap TeaT Worsted. 


FOR THE HARD-TO-FIT 
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— by Hart Schaffner & Marx 


MOORE'S 


o6) MARKET i¢1 KEARNY 1450 BWAY 
oo tm « wotond 


PAY & MAY 
PAY 4S JUNE 
PAY S JULY 


a 


trend in retail clothing copy which 
will interest you. 

It is a departure for us as the 
copy indicates and is designed t 
reach the hordes of men who fee! 
that they must have their clothes 
made. In fact, running such an 
ad is “sticking our necks out,” as 
it always attracts the misfits. How- 
ever, this particular piece of cop; 
proved most resultful. 

STANLEY G. HEYMAN, 

Advertising Manager, Moore, 

Ltd., San Francisco. 


Herald, follows on the heels of the | 


if | 


we believe it will be, other news- | 


to supply them with necessary de- | 


to advertising | 


G2 


/ 


SUNSET 


ANY TOOL ADVERTISERS 


IN THE HOUSE? 


Dear Sunset; It has been some 
wrote you requesting that you publish material on 


months since we 


roll-around furniture on the “How-To-Do-It” page. 
You sent us such a grand reply and have certainly 


niture making. 


My husband and |! 


made good your promise 
an inspiration and we a 


joined 


Sunset has been such 


‘e up to our necks in fur- 


the “wood-shop” nite 


classes here (just for fun) and was the instructor 


and specifications. All 


pleased when we came loaded with Sunset plans 


our friends have joined 


now and we are all busy making “How-To-Do-Its.”’ 


We've never had so much fun as we have had this 


winter. 


#0) 


immediate 
sales results 


LAN! 


Pur, Co. 


Viks. 


Corona, California 


No more bridge for us! 


FRANK BURCHFIELD 


everywhere 
the Pacific 


on 


Coast 
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EMCEE: 


MR. JONES: 


EMCEE: 


MR. JONES: 


EMCEE: 


MR. JONES: 


THE BLUE NETWORK 


Contestant Number One is Mr. Jones. . 


. Now, Mr. 
Jones, can you give us the by-word in radio today? 


[ believe it is “buy-word” and it is “Better Buy 
Blue.” 


You are correct, absolutely correct, Mr. Jones. Now, 
can you tell us why “Better Buy Blue” is the buy- 
word? 


Because many Blue Ribbon advertisers have found 
the Blue Network to be the low-cost high-return 
radio buy today. 


Correct again, Mr. Jones. And now, let’s see, can you 
list the Blue Ribbon accounts which have signed 
new or renewal contracts on the Blue in the past 
few months? 


I think so. They are Acme Paints, Alka-Seltzer, 
Anacin-Bisodol, Ballard & Ballard Biscuits, Brown 
& Williamson, Canada Dry, Fels-Naptha, Fendrich 
Cigars, G. Washington Coffee, Goodyear Tires, 
Gulden Mustard, Jergens-Woodbury, Lewis-Howe 
Company, P. Lorillard Company, Macfadden Pub- 
lications, Mars Candy, Procter & Gamble, Ralston, 


EMCEE: 


BLUE IS THE BUY-WORD 


IN 1939 


ABSOLUTELY CORRECT, MR. JONES! 


Standard Brands, Sun Oil, Swift & Company, Time 
Magazine, Vanette Hosiery, Ward Baking Com- 
pany, R. L. Watkins, Welch Grape Juice, West- 
inghouse, J. B. Williams Company. 


Correct, absolutely correct. 100% for Mr. Jones. 


So much for that. But... get the whole story 
on the Blue. Call your nearest NBC office for de- 
tails, particularly on the new discount plan which 
helps you to “go National” on a modest budget. 


ee ie 


; ‘NETWORK © 


NATIONAL BROADCASTING 
COMPANY ~ 


- Radio » Corporation ad Ainenielll Service 


— — 


oe ‘e® 


_ i 


a we 
——— _ ———___-__—_- Ne en a = han 
a ee eee ee a 
; aa 
Se ee ie eee ee 7 
ie ween . rg ast "py és se 
See He ; : an 
 prooram Alm 
eae r ‘ ~ 7 
See ee a>. ae : 2 Rae Pe .  - 7 
~— 
2B ; a 
Pe id eid 
ig i 4 | 
ma % ” ? F pene: ‘ 
, TAA, . 
ea Bs 
| 1 . % —_—_ | mh oN 
. Toes. —we Sees 
, ee ; re © 
mat . . Tie cee i 
2 a De é be “a " ‘i a . y : < he ae 5 tei ie & ss ‘i : 
es sie ae oS * ee aes : 
ee eee % \ is ig ig J ‘ a © ee, al 
Br. Ti. a "4 —— : fre: i a 13 
ae i , a , ” i ges See a £7 Be “s 4 yn aie 
: * 3 e | 2 . : ae “a Pe: ” : ‘ # 4 P is _— 
‘ 2 ee See * 4 od A i” F . . ats 7 . sais 
ay am oe ae ee é ia ts a .: Ha 
4 ’ ee : . ie e y Bea. i me pee es i Be 
fe setae is eo j ae Bilas FP 
— ~Saes | a ” 
a . =z te ail 
’ oe: — ee es pe, ee me! * 
7 te —— Boh : . i ees * AEE sets as s : 
eas | # oe OEE PIE ge Saag ‘ te ge 
; ie ial r re. ae “Sn : | 
| al 2 
Ts 7 . F ete 
¥ oer 
. es) 
Be ee " 5 
e- 
Pe 
ee 7 
me 
ai ee a | | ; 
ial 
vr. ; : = & 
bes ; - . 
: ‘ es 
n a 4 y ; be 
Lan edi 
fe ra 
ee ; a 
a | | : 
- { ; 4 
#2 
4 - : $2" 2 . é r a + ae - g pee 
: : ra : p e 4 : i. f cite Ae | : : : . si . . a . - = e. . ¥ - 4 OE = aa - : . — , 
-. : pare “ - re ie iy ae ae 513 OR r a ae Re ; ; est ae Kg 7 eee ph ee ou a 


aa 
oa 
oe 


<a 
> 


ie 
“4 


ADVERTISING AGE 


May 15, 1939 


CIVIC EVENT 


D ADVERTISII 


bunds your busines 
Gaal hey eterno 


The opening of a new agency in Man- 
kato, Minn., by Lloyd S. Larson, was the 
occasion for a big civic celebration, at- 
tended by advertising men and repre- 
sentatives of newspapers, farm papers, 
radio and motion pictures throughout 
the Northwest. Mr. Larson is shown 
above flanked by Roy Palmer (left), 
secretary, Northwest Daily Press Asso- 
ciation, and E. V. Nyquist, Mankato 
Chamber of Commerce. 


Stack-Goble Plans 
Largest Network 
for Tums Account 


St. Louis, May 11.— Following 
appointment of Stack-Goble Adver- 
tising Agency, Chicago, to handle 
its account, Lewis Howe Company, 
manufacturer of Tums, today an- 
nounced plans to use the largest 
Red network ever assembled by 
National Broadcasting Company on 
a continuous basis. 

One hundred and six stations will 
be put together for the new pro- 
gram, which will start Sept. 30 and 
be presented every Saturday night 
thereafter for 52 weeks. The pro- 
gram will feature the music of 
Horace Heidt, remembered as the 
collegian who came out of the West 
to win over radio addicts in behalf 
of Stewart-Warner Corporation. 

Some sponsored sport events, such 
as prize fights, have banded together 
more than the 106 stations to be 
boasted by the Tums program, but 
they have been linked for a single 
airing. Kay Kyser’s College of Mu- 
sical Knowledge, holding forth on 
the Red network for Lucky Strike 
cigarettes, is broadcast by 101 sta- 
tions, said to be the largest com- 
mercial network previously created. 
Thus Tums will hit a new high in 
the audience it will reach. 


Hagemann-Cottingham 
New Representatives 


Walter F. Hagemann and Mor- 
gan K. Cottingham have formed 
Hagemann-Cottingham in Chicago 
to represent general and trade pa- 
pers. Offices are at 360 N. Michi- 
gan avenue. The telephone num- 
ber is Central 9154. 

Mr. Hagemann was formerly 
Western manager for Fawcett Pub- 
lications. 


G-E Promotes Crocker 


Stuart M. Crocker, formerly as- 
sistant to the executive vice-presi- 
dent, has been appointed manager 
of the air conditioning department 
of General Electric Company, 
Bloomfield, N. J. This department 
now includes commercial refrigera- 
tion activities. Mr. Crocker has 
been with executive divisions of 
the company since 1921. 


Odorcide to Reichner 


Morgan Reichner & Co., New 
York, has been appointed by Bee- 
cham Laboratory, Oscawana-on- 
Hudson, N. Y., to handle advertis- 
ing for Odorcide, a toilet prepara- 
tion. 


Laws Advanced 


Fred F. Laws, formerly assistant 
sales manager, has been named as- 
sistant to the president of Station 
KSTP, Minne epolis. 


Maloney pends 


T. J. Maloney, Inc., New 
has moved to larger quarters at 122 
FE. 42nd street. 


Bank Marks Anniversary 


In celebration of its 75th anni- 
versary, the Dime Savings Bank of 
Williamsburgh, Brooklyn, N. Y., is 
running copy in New York news- 
papers containing a reproduction of 
the signatures and occupations of 
the bank’s first 12 depositors as en- 
tered in the first ledger. If the first 
depositor had left his initial deposit 
of $100 with the bank, the adver- 
tisement says, it would today 
amount to $2,299.58. Albert Frank- 
Guenther Law, New York, is the 
agency. 


Starts Direct Mail Course 


The Reporter, New York, will 
sponsor a course in direct mail from 
May 16 to June 27, with different 
lecturers for each class. 


— a — — —E — 


Otis Heads Lansing 
Advertising Club 


Wayne E. Otis, secretary-manager 
of Citizens Loan & Investment Com- 
pany, has been elected president of 
the Sales and Advertising Club of 
Lansing, Mich. 

Other officers are Vern Wunschel, 
Morden Oil Company, vice-presi- 
dent, and George Burton, Burton’s 
Walk-Over Shoe store, secretary- 
treasurer. 


Continental to Hicks 


Effective June 1, all advertising of 
Continental Air Lines, Denver, will 
be handled by Ward Hicks Adver- 
tising, Albuquerque, N. M. News- 
papers, radio, direct mail, and dis- 
plays will be used. Paul Markman 
is account executive. 


Arbee Agency Formed 


Arbee Advertising has been or- 
ganized at 55 W. 52nd street, New 
York. Ralph S. Reubin, head of his 
own agency in New York for many 
years, and Henry Benach, formerly 
with Sportwear Review and Un- 
derwear & Hosiery Review, are the 
officers. The new agency will take 
over the business of Ralph S. Reu- 
bin Company. 


McCann-Erickson Adds 2 


Nicodemus Hufford, formerly 
with Adams-Stribling Studio, has 
joined the art department of Mc- 
Cann-Erickson, Chicago. Eldon 
Rohrsen, formerly with J. Stirling 
Getchell, has been named assistant 
in McCann-Erickson’s production 
department. 


L as an American citizen, are awakening to the 
fact of needless sickness and death, to the wide- 


spread erosion of the lives of millions of our people.” 


e 


Milwaukee Jewelers to 
Continue Co-op Drive 

Satisfactory results obtained by 
Milwaukee jewelers in last season's 
cooperative campaign have inspired 
continuation of the program on a 
year around basis, Henry W. Rank, 
a director of the Wisconsin Retai! 
Jewelers Association, announced at 
that group’s recent convention. 

The association passed a resolu- 
tion calling for a state-wide pub- 
licity campaign on behalf of its 
members. 


Panama Line to Doremus 

Panama Railroad Steamship Line, 
New York, has appointed Doremus 
& Co., New York, to handle its ac- 
count. H. R. Hardwick is account 
executive. 


THERE ARE 100 


‘Cal Ma > ee ae it ob , 2 


The chance that her babies will be born and live, 
strong and healthy, will be doubled. 


If you are a young man or woman today, your 


York, 


* * * 


“Our healthmen and doctors know what deaths can 
be wiped out, which ones controlled by now known 
They 


health, save lives. nation-wide.” 


science. are ready now... to begin to build 


* * * 


“If, through your Congress, you demand that they 
turn on now known science, full power, here is their 
promise: 

They will make tuberculosis negligible within a 
generation. They will wipe out malaria within adozen 
vears. Before your own babies have grown to manhood 
or womanhood, the danger of syphilis will be a 
vanishing one. 

Your daughter's chance of dying, of permanent 
life-wreck from bringing your grandchildren into the 


world, will be cut down two thirds. 


chance to die from cancer will be a third less than it 
is now. Pneumonia, too, will be a third less likely to 
kill you.” 
* * * 

*...we cannot vigorously conserve our resources, 
we cannot defend our borders—with a population of 
which myriads are needlessly sick, needlessly deterio- 
rated, needlessly dying, with millions hardly more 
than half alive.” 


* * * 


“What elimination of our national human erosion 
ealls for is not socialized medicine, but good medi- 
cine, modern medicine, in every far-flung community, 


practiced in the American way.” 
he * * 


“Human conservation is the soundest of all self 
liquidating national programs. The expense of mait- 


taining human erosion plunges us more and more 
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Will Demonstrate 
Facsimile for 
Inland Press 


Chicago, May 11.—A session on 
radio facsimile will be one of the 
features of the Inland Daily Press 
Association’s spring meeting at the 
Hotel Sherman May 16-17. It will 
be in charge of Harold A. Vance, of 
RCA Mfg. Company, Camden, N. J. 
Mr. Vance will illustrate his talk 
with a demonstration. 

Another added starter at the In- 
land meeting will be Richard J. 
Massock, chief correspondent for 
the Associated Press at Rome. Mr. 
Massock, who has just returned to 


deeply into debt. A part of this money wisely spent 
will begin lifting the tax burden, save us billions of 


dollars.” 
* * 


this country, will bring the publish- 
ers up to date on the European sit- 
uation. 

A national advertising forum will 
be the concluding feature of the 
convention. It will present Arthur 
Tatham, vice-president and Chicago 
manager of Young & Rubicam; 
Wilder Breckenridge, sales manager, 
Bureau of Advertising, ANPA, and 
F. Ward Just, chairman of the In- 
land’s committee on agency rela- 
tions. 


Jatfe to KMA 


Frank Jaffe has joined Station 
KMA, Shenandoah, Ia., as promo- 
tion manager. He was formerly in 
the promotion department of the 
Des Moines Register and Tribune. 


Schick Plans 3 Drives 
Featuring New Slogan 


Featuring the new slogans, “Give 
Him Schick’s Appeal” and “The 
Civilized Way of Shaving,” Schick 
Dry Shaver, Inc., Stamford, Conn., 
has released magazine schedules for 
Father’s Day, graduation day and 
June weddings. Full pages in color 
will appear in a list which includes 
Esquire and The Saturday Evening 
Post. 

The campaigns are the first to be 
directed by Lennen & Mitchell, New 
York. 


Rainier to Buchanan 

Rainier Brewing Company, San 
Francisco, has appointed Buchanan 
& Co., Los Angeles, to handle all 
its advertising, effective Oct. 1. 


MERIGANS 


Hegarty with Mansfield 

Edward J. Hegarty, formerly on 
the promotion staff of the New 
York World’s Fair, has been ap- 
pointed merchandise manager of 
Mansfield Tire & Rubber Company, 
Mansfield, O. Mr. Hegarty was pre- 
viously with Standard Air Condi- 
tioning, Inc., New York, as adver- 
tising and sales promotion mana- 
ger, and Westinghouse Electric & 
Mfg. Company, Pittsburgh, as mer- 
chandise sales manager. 


To Morgan & Davis 

Air Conditioning Company, Los 
Angeles, has appointed Morgan & 
Davis Advertising Company, Los 
Angeles, to handle its advertising. 
Newspapers in 20 Midwestern and 
Western states will be used. 


A 
a 


tists to appeal to the nation’s financial leaders te ask 


“_at Washington—for the immediate beginning of a 


nation-wide fight for human energy, human life, 


* 


“Our financiers can show our political spenders, the 


keepers of our national pursestrings, our Treasury 
watchdogs, how in two years the disease dementia 
praecox alone costs us more hard cash to maintain 


than it cost to build the Panama Canal.” 


* * 


“In cold figures our bankers can show our politi- 
cians how our national human erosion, how our 


national bad health is—bad business.” 


* * 


“Now, for the first time in our history, our Congress 
is asked ... to help our doctors and healthmen to 
give people the strength and length of life science 


how without question can give them.” 


* * 


“Death does not wait. The hour has struck for 


people, for their healthmen, physicians and scien- 


* 


* 


DR. PAUL DE KRUIF 


* * 


read these 


based on one consideration only. Based on economy.” 


* 


“With the people, their physicians and healthmen, 
and the Congress agreed that this can be done, what 
«then can stay the hands of our political leaders 


from a real fight against human erosion?” 


The strongest single group of 


people in America recently 


lines . . . in the 


medium of strongest influence 
upon their lives. These are ex- 
cerpts from a two-part article 
by Dr. Paul de Kruif, that appeared in Country 


* Gentleman for March and April. If these articles 


fail to get action, it will be the first time that 
any idea backed by these pages has so failed. 


COUNTRY GENTLEMAN 


NATIONAL SPOKESMAN 


FOR AGRICULTURE 
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Smokers Offered 
15% ‘Bonus in 
Camel Campaign 


Scientific Research 
Proves Economy, R. .J. 
Reynolds Claims 


(Picture on Page 35) 


New York, May 10.—Science has 
once more come to the aid of an ad- 
vertiser by supplying a new copy 
theme for Camel cigarettes, which 
is being introduced in newspapers 
this week by R. J. Reynolds To- 
bacco Company. 

The new campaign is built around 
a laboratory test which is said to 
have shown that Camels’ burn 
slower than any other of the 15 
brands tested and 25 per cent 
slower than the average time for 
competitive brands, and that Camels 
hold their ash far longer than the 
average for other brands. 

These findings are interpreted in 
copy as reasons why “Camels smoke 
so cool and mild,” and “why Camels 
have such an appealing taste.” Sev- 
eral new slogans, including, “Penny 
for Penny Your Best Cigarette 
Buy,” are introduced. 

Opening insertions in the new 
campaign are appearing in the en- 
tire Camel newspaper list of over 
800 papers. Both three and five- 
column layouts are being used. The 
account is directed by William Esty 
& Co. 

Economy Appeal Too 


Proceeding from the research re- 
port, R. J. Reynolds now claims 
“Camels give you the equivalent of 
five extra smokes per pack.” This 
“more - for - your-money” appeal 
dominates the three-column inser- 
tions, and is given considerable 
space in larger advertisements. 

The claim of a five cigarette 
bonus per pack is based on the lab- 
oratory report that Camels burn 25 
per cent slower than the average 
for other brands. In other words, a 
full pack of 20 cigarettes of an 
average brand is said to burn in the 
same time as only 15 Camels. 

The new appeals are linked with 
others R. J. Reynolds has been 
using for some time. “The cigarette 
of costlier tobaccos,” “Camel’s finer, 
more expensive tobaccos,” and “a 
cooler, milder, better-tasting smoke” 
are being continued. 


“Life” Promotes 
Ward, Kreutz 


Thomas Ward, Chicago manager 
for Life for two years, has been 
appointed New York manager. He 
is succeeded in Chicago by Alfred 
M. Kreutz, a veteran of the or- 
ganization, who was formerly on 
the staff of Fortune. 

Mr. Ward’s promotion fills a va- 
cancy which has existed in New 
York since the advancement of F. 
DuSossoit Duke a year ago. 


Mayes to United 


Les Mayes has joined the adver- 
tising department of United Air 
Lines, Chicago. He was formerly 
with the Howard H. Monk Adver- 
tising Agency, Rockford, IIl., and 
more recently in United's Philadel- 
phia office. United Air Lines has 
moved its general offices from 221 
N. La Salle street, Chicago, to its 
own building at 5959 S. Cicero ave- 
nue, Chicago. 


To Huber & Creeden 


Huber & Creeden, Boston agency, 
has been appointed advertising 
counsel for Samuel Kidder & Co., 
manufacturer of asthmatic pastilles, 
and for Commercial Brewing Com- 
pany, Charlestown, Mass. 


New Post for Perkins 

Ellis V. Perkins has resigned from 
Gillette Publishing Company, Chi- 
cago, to become Chicago represen- 
tative of The Petroleum Engineer, 
Dallas, Tex. 


Forjoe Expands 


Forjoe & Co., radio representa- 


tive, has taken larger quarters at 
| 19 W. 44th street, New York. 
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Newspapers Get 
New Presentation of 
Advertising Bureau 


Elaborate 
Book Tells 


Basic Story 


New York, May 12.—One of the 
most elaborate and comprehensive 
basic presentations for newspaper 
advertising ever compiled will be 
released to members of the Bureau 
of Advertising, American Newspa- 
per Publishers Association, next 
Monday. Entitled, “The Keys to 
Everytown,” the dramatization of 
the role that newspapers play in our 
national life and the qualities of the 
newspaper as an advertising ve- 
hicle was prepared by the bureau’s 
promotion and research depart- 
ment. 

“The Keys to Everytown” is a 
130-page display presentation, with 
page size of 15 by 20 inches, printed 
in four colors and containing nu- 
merous photographs, charts and 


tables. A specially designed carry- 
ing case, which becomes an easel 
when the book is opened, has been 
made available. The presentation is 
designed for showings before groups 
of advertisers. 


Has Six Divisions 


The book is divided into six main 
sections. The first focuses attention 
that newspapers 


130 Pp on the services 
= age perform through their news, edi- 
Medium's 


torial and feature columns. From 
this, the presentation swings into a 
brief factual study of newspaper 
circulation, with emphasis on mar- 
ket coverage. People in the United 
States and Canada, this section re- 
veals, pay more than $416,000,000 a 
year in order to read newspapers, 
and write more than 50,000,000 let- 
ters a year to newspaper editors for 
help and advice on a thousand dif- 
ferent subjects. Newspaper circula- 
tion is reported as more than 41,- 
800,000 on weekdays and 30,900,000 
on Sundays in the United States and 
Canada. The daily circulation total, 
the presentation declares, represents 
an increase of 26 per cent in the last 
15 years, during which time the 
population increased 17 per cent. 
The chief attributes of newspaper 
advertising are outlined in the third 
section, which stresses the impor- 
tance of the medium for “spotting” 


markets, obtaining quick results, 
capitalizing on new developments 
and changing conditions which af- 
fect people’s buying, localizing ad- 
vertising appeals, promoting dealer 
distribution and building prestige 
and good will. Included in this sec- 
tion is a detailed marketing survey 
which shows the wide difference in 
shopping habits of various cities, 
and the equally wide difference in 
sectional demand for many nation- 
ally-distributed products. 


Readership Studied 


The fourth section of the book 
deals with advertising readership 
and presents excerpts from a recent 
survey showing to what extent 
newspaper advertising is read. 

The role that newspaper advertis- 
ing plays in selling merchandise for 
retailers of all classifications is re- 
viewed in the fifth section, which 
also traces the contributions of 
newspaper advertising in building 
up the country’s major industries, 
and the part it is playing in selling 
goods for national advertisers. 

The concluding section of the 
book presents a number of exam- 
ples of recent successful newspaper 
campaigns, and reproduces state- 
ments on the effectiveness of news- 
paper advertising from leading de- 
partment stores and advertisers. 
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Successful 
many years has proved its value and 
responsiveness. 
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9"State 


sales achievement over 


Ideal location and shipping facilities 
have developed it, 


One famous newspaper covers it, mak- 
ing the advertising job in this market 
a simple and economical one. 


When you can reach this entire mar- 
ket. why be content with less? 


APRIL SALES OF CHAIN STORES 


April, April, % Gain 4Months 4Months % Gain 
1939 1938 or Loss 1939 1938 or Loss 
Edison Bros. 

ee $ 2,768,058 $ 3,032,573 —8.7 $ 7,869,640 $ 7,720,265 +1.9 
oo a a Ae 8,376,418 8,060,836 +3.9 26,818,754 25,441,569 +5.4 
Green, H. L..... 2,868,812 2,786,609 +2.9 9,269,050 8,513,019 +849 
are 1,860,892 1,824,511 +2.0 7,498,411 7,319,658 +24 
Kresge, S. S 12,595,503 12,595,644 .... 42,548,022 41,574,675 +2. 
oo ee ee 6,314,616 6,671,157 —5.3 22,501,349 23,241,132 —3.9 
*Kroger Groc. & 

Baking Co.... 17,798,037 18,147,022 +3.6 72,418,241 72,030,766 +05 
Lerner Stores... 3,589,449 3,763,732 —4.6 10,899,771 10,724,160 +14 
McCrory Stores. 3,648,273 3,492,938 +4.4 12,117,379 11,614,735 +4.3 
McLellan Stores 1,844,904 1,766,754 +4.4 5,887,791 5,553,283 +6.0 
Murphy, G. C... 3,847,529 3,651,591 +65.4 12,489,839 11,412,359 +954 
*Nat’l Tea Co.. 4,201,693 4,334,599 —3.1 16,777,569 17,728,774 —5.3 
Neisner Bros... 2,138,899 1,822,502 +17.4 6,264,530 5,430,647 +15.4 
Newberry, J. J. 4,193,925 4,058,768 +3.3 13,423,807 12,662,714 +6.6 
Penney, J. C.... 21,281,403 20,375,592 +4.5 71,155,396 66,120,125 +74 
Peoples Drug 

err e 1,867,032 1,810,885 +3.1 7,236,981 6,976,063 +3.7 
tSafeway Stores 28,989,479 27,885,792 +4.0 111,165,937 109,551,349 41.5 
Spiegel, Inc..... 4,335,127 4,809,070 —9.9 14,812,417 13,175,257 +12.4 
*Sears, Roebuck 

BB Ghracccsccee @0,300,608 40,156,151 +22.4 125,428,184 106,778,151 + 17.5 
Walgreen Co... 5,784,585 5,480,557 +5.5 23,078,950 21,849,868 +5.4 


Ward, Mont- 


gomery & €o. 41,595,315 37,062,930 +12.2 127,057,836 111,464,554 +14. 
Western Auto 

Supply Co.... 3,459,000 2,618,000 +32.1 10,910,000 8,490,000 28.5 
Woolworth, F.W. 25,919,274 25,926,439 —0.03 89,361,878 87,192,523 +2.5 


TOCRs se% 


.....$259,437,859 $242,134,652 +7.1 $846,991,732 $792,565,646 


*Four and 12-week periods ended April 23. 
*Four and 16-week periods ended April 22. 
tFour and 16-week periods ended April 15. 


April Sales of 
Chains Show Gain 
of 7.1% Over ‘38 


New York, May 11.—Chain store 
sales continued to gain during 
April, according to figures received 
today by ADVERTISING AGE from 23 
major organizations whose volume 
showed an increase of 7.1 per cent 
over 1938. Total for the group was 
$259,437,859 as compared with 
$242,134,652 in 1938. 

This is the fourth 
month in which an increase has 
been reported. It compares with a 
gain of 9.4 per cent in March. Six- 
teen of the 23 stores reporting 
showed increases. 

The four-month total for the 
group was $846,991,732, an increase 
of 6.9 over the $792,565,646 reported 
at this time last year. Only two of 
the chains are still on the minus 
side in total volume for 1939. 


successive 


Montgomery Ward enjoyed the 
highest April sales volume in its 
history, reporting a gain 12.2 per 
cent over 1938. Others to show 
sizable percentage gains for the 
month were Neisner Brothers, 17.4: 
Sears, Roebuck & Co., 22.4; Western 
Auto, 32.1; Walgreen, 5.5, and 
Kroger Grocery & Baking Company, 
3.6. 

Figures for the individual chains 
are shown in the accompanying 
table. 


Gussow, Kahn Named 


Saravel, Inc., New York, perfu- 
mer, has named Gussow, Kahn & 
Co., New York, to handle its ac- 
count. Goldman Company, Balti- 
more, Md., has also named the 
agency to direct advertising of 
Freshy playclothes. Life and 
Mademoiselle will be used. 


Newell-Emmett Expands 


Newell - Emmett Company has 
taken additional space at 183 Madi- 
son avenue, New York. 
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Earnings of 
Advertisers 


Procter & Gamble 

Report for the quarter ended 
March 31 shows net profit of 
$6,586,778, compared with $2,800,- 
459 for the first 12 weeks of 1938. 
This is an increase of 135 per cent. 


Wm. Wrigley. Jr. 

Net profit was $2,193,356 for the 
March quarter of this year, com- 
yared with $1,433,823 for the like 
period last year. This is a gain of 
2.9 per cent. 


Continental Baking Company 
For 13 weeks ended April 1, net 
neome amounted to $604,859, 

.gainst $898,718 for 13 weeks ended 

March 26, 1938. This is a decrease 


of 32 per cent. 


National Cash Register 

Net profit totaled $484,024 for the 
March quarter, compared with 
$602,196 for the corresponding 
period last year, a drop of 20 per 
cent. For 12 months ended March 
31, net profit was $2,268,168, against 
$3,710,979 for the preceding 12 
! ionths. 


Cream of Wheat 

For the March quarter, net in- 
come amounted to $309,997, com- 
pared with $299,064 in the March 
quarter of 1938. This is an increase 
f 3.6 per cent. For 12 months 
ended March 31, net income was 
$979,538, compared with $1,039,991 
for the previous 12 months. 


Bristol-Myers 
Consolidated net income amounted 
to $870,870 for the quarter ended 
March 31, against $599,747 for the 
orresponding period in 1939. This 
a gain of 45.2 per cent. 


Motor Wheel 

For the quarter ended March 31, 
net profit was $420,405, compared 
with net loss of $69,416 for the first 
three months of last year. 


Pullman, Inc. 


For three months ended March 
31, consolidated net profit totaled 
$768,281, an increase of 79 per cent 
over $428,552 for the first 12 weeks 
of 1938. 


E. R. Squibb & Sons 

Report for the year ended Dec. 
31, 1938, shows consolidated net in- 
come of $1,552,423, compared with 
$1,317,042 for the previous fiscal 
year. This is a gain of 17.8 per 
cent. 


Electric Auto-Lite 


Consolidated net profit was $1,- 
620,903 for the first three months 
of this year, compared with net loss 
of $32,242 for the same period a 
vear ago. 


Congress Cigar 


Net loss was $23,043 for the first 
uarter, against net loss of $57,658 
tor the first 12 weeks of 1938. 


Standard Oil (California) 
For the March quarter, net profit 
iounted to $3,266,017, compared 
ith $7,130,486 for the like 1938 
eriod, a drop of 54.2 per cent. 


McGraw Electric 


Net profit was $997,625 for 12 
nths ended March 31, compared 
th net income of $839,044 for the 

ime period a year ago. This is an 
crease of 18.9 per cent. Net sales 
‘aled $5,872,291, compared with 
679,482 for 1938. 


Canada Dry Ginger Ale 


for the quarter ended March 31, 
profit was $60,444, compared 
net loss of $43,848 in the 
h quarter of last year. Sales 
led $3,239,948, compared with 

792,703 in 1938. 


General Motors 

Net income for the first quarter 
inted to $53,117,928, an increase 
15.8 per cent over $8,234,017 in 
ame period a year ago. Con- 
‘ated net sales aggregated $367,- 
303 in the first quarter, com- 


ne 


pared with $250,512,537 for the same 
period last year, a rise of 46.8 per 
cent. 


Parker Pen Company 

Net profit amounted to $239,364 
for the fiscal year ended Feb. 28, 
compared with $645,763 for the pre- 
ceding year. 


L. C. Smith & Corona 

Net income for the quarter ended 
March 31 totaled $117,664, against 
$118,957 for the first quarter of last 
year. Sales totaled $3,219,703, com- 
pared with $3,043,401 in the March, 
1938, quarter. 


Stewart-Warner 
Consolidated net profit amounted 
to $146,275 for three months ended 


March 31, compared with net loss 
of $215,166 for the like 1938 period. 


Coca-Cola Company 

Net profit for the first quarter of 
1939 totaled $5,267,764, compared 
with $4,864,195 for the same quar- 
ter of last year, a gain of 8.29 per 
cent. 


Tide Water Associated Oil 

The company reports net profit of 
$1,234,182 for the first three months 
of 1939, against $3,250,264 for the 
corresponding period a year ago. 


American Home Products 
Net profit for the quarter ended 
March 31 amounted to $1,073,610, 


1938 quarter. This is a gain of 44.7 
per cent. 


National Distillers 

For the quarter ended March 31, 
net profit was $1,373,228, compared 
with $1,445,223 in the March quar- 
ter of 1937. 


Hoyt Named for Cheese 


Charles W. Hoyt Company, New 
York, has been named by Gerber & 
Co., New York, to handle promotion 
of Swiss Knight Gruyere cheese. 


Lee to Briggs & Varley 

J. Wideman Lee, Jr., who has 
been conducting his own agency in 
New York, has joined Briggs & 


Names Maree Allen 


Fidelity Company, Syracuse, O., 
distributor and broker of duplicat- 
ing supplies, has appointed Maree 
Allen, of Easton, Pa., to design its 
promotional material. Direct mail 
will be used. 


Adler Names Levy 


Adler Shoes For Men, operator of 
a chain of shoe stores in New York, 
has named Raymond Levy Organi- 
zation, New York, to direct its ac- 
count. 


Account to Cruger 


Paul Cruger, Los Angeles, has 
been appointed to handle the radio 
advertising of The Lady Randolph 
Distributing Company, Hollywood, 


compared with $741,554 for the like | Varley, New York. 


maker of beauty aids. 


An Op 


Thirst knows no social distinctions. 


If anything. the poor are thirstier than 
the rich. Consider: 


The poor work with their hands. Mus- 
cular exertion breeds thirst. The poor 
cannot escape the heat of crowded nabor- 
hoods. They cannot enjoy air-condition- 
ing. The rich try to avoid perspiration. 
The poor glory in copious, honest sweat. 
They drink copiously to restore hydration. 

The rich are fastidious and selective in 
their drinking. A Tom Collins at the nine- 
teenth hole—with special instructions to 
the bar-tender—or iced tea (it must be 
China, and served fresh-made in a pot) 
with a sprig of mint—that sort of thing. 

The poor man’s drink must be cold and 
wet and cheap. The working man drinks 
beer or pop. A five cent cola is a blessing 
to the poor and the pop manufacturers 
and bottlers are blessed in return as they 
deserve: blessed with a billion dollar busi- 
ness, 


We, who watch from the sidelines, are 
a bit concerned with Pop’s ambition as a 
social climber. Pop is invading the draw- 
ing-rooms of the rich. 


That is as it should be. On its merits 
and palatability, the cola deserves its place 
in the homes of the rich. But social climb- 
ing is heady stuff. Soon the rich man’s 
nickel looks better than the poor man’s. 


vEew voen 


And that is bad when you ate selling a 
poor man’s drink, 


We admit the temptation. It is an adver- 
tising triumph to invade the fastnesses of 
Tom Collins. And it pays—as the eaptar- 
ing of a new market always pays. But 
don’t let it throw you, pop. Get new mar 
kets whenever you can: but hang on 
grimly to the natural Pop drinkers that 
have built your past and present. success; 
See your market steadily and see ‘it whole. 


Remember that the great bulk of your 
market has always lain and will always 
lie on the “Wrong Side of the Tracks.” 


Over there where the crowded pave- 


CRITERION Service 
ORAYRAR @VUILDINE 


en Letter to Pop 


ments make the most stifling heat, where 
there are more and drier throats, and 
where cost is a consideration, a_ nickel 
drink will always find millions of ready 
buyers. You know this better than we do. 
We presume to remind you only because 
we are afraid you might turn sissy. Also, 


we hope that other advertisers, who envy 


you your stupendous success, will realize 
that you have attained your growth in the 
surest market in the world—the Wrong 
Side of the Tracks. 


Pop, we can do a job for yeu in that 
market. We can go where other media 
cannot penetrate. We can get into the 
hottest, most crowded streets. We can re- 
mind the thirstiest people that you are 
offering relief at a naboring stand, foun- 
tain or store. We can carry your message 
to men, women, and thirstiest of all—chil- 
dren. We work at it every day and all 
day. We post large, colorful, eye-level 
displays on framed steel panels on leased 
walls of business buildings in naborhood, 
retail shopping centers at a cost of 10c per 
display per day. 

We can do it anywhere, on the right side 
of the tracks or on the wrong side; but 
your stronghold, Pop, is the wrong side, 
where they're thickest and thirstiest. For 
you, and for hundreds of other advertisers, 
the Wrong Side of the Tracks is the Right 
Side of the Ledger. 


CRITERION ADVERTISING COMPANY, INC. 


GRAYBAR BUILDING + NEW YORK,N. Y. 
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ADVERTISING AGE 


May 15, 1939 


Agents Fight Back 
as Mangan Raps 
‘Corny’ Advertising 


Affiliation Meeting 
Enlivened by War on 
Floor 


Cleveland, May 9.—A bristling 
verbal battle, revolving about the 
allegation that advertising agencies 
have failed to keep up with the 
march of progress stood out last 
weekend as the highlight of the 
36th annual convention of the Ad- 
vertising Affiliation here. The chal- 
lenge was thrown into the arena by 
James T. Mangan, director of ad- 
vertising, Mills Novelty Company, 
Chicago, who took as his text: “Do 
You Sponsor Corny Advertising?” 
and then proceeded to answer the 
question in the affirmative, laying 
the onus for this condition at the 
door of agencies. 

His charge was immediately chal- 
lenged. Ralph Leavenworth, ac- 
count executive of Fuller & Smith 
& Ross, Cleveland, protested that he 
was at a complete loss to under- 
stand Mr. Mangan’s reasoning, in 
view of the tremendous advances 
made in advertising technique in 
the last few years. To this Mr. 
Mangan replied that no such ad- 
vances have been made. “Tech- 


nique,” he asserted, “implies a body 


of knowledge, and no such knowl- 
edge exists in the agency field.” 


Clients to Blame 


He manifested some _ tendency 
here to modify his original state- 
ments by saying that even if agen- 
cies used all of the brains repre- 
sented in their organizations, the 
experiment would be useless, since 
it would be impossible to get an 
O. K. from clients on anything sig- 
nificantly new in advertising. This 
statement failed to mollify the 
agency men present, however, and 
Jack Knabb, head of the Rochester 
agency of that name, arose and re- 
minded Mr. Mangan that in his pre- 
lude he had invited the audience to 
insult him. Mr. Knabb accepted 
this invitation with enthusiasm. 
After a vitriolic passage in which 
he denounced the speaker for at- 
tempting to destroy advertisers’ 
confidence in agencies, built up over 
the years by the sweat of both 
bodies and minds, with resulting 
profit to clients, he concluded by 


labeling Mr. Mangan a “commu- 
nist.”” Whether he used this word 
figuratively or literally was not 


made clear. 

Mr. Mangan replied that he had 
no information about communism, 
hence doesn’t know whether it is 
good or bad. 

“I do know something about ad- 
vertising,” he continued, “and I 
know that 95 per cent of it is corny 
and old-fashioned.” 

He added that the advertising 
business is the greatest in the world 
“if we will play an open game,” but 
design, “the hottest subject in 
America,” has been imprisoned by 


sean t 


GETS CURTIS POST 


S. R. Penfield, who has been appointed 
Western manager by Curtis Publishing 
Company, with headquarters in Chicago. 


reluctance of agencies to disturb the 
status quo. He concluded with the 
assertion that in searching for ma- 
terial for a treatise on design, he 
has been able to find only 14 good 
advertisements in ten years. 


Attack on Agencies 


Harford Powel, former agency 
man, now with the Institute of Pub- 
lic Relations, New York, promptly 
tore up the speech he had prepared 
for the Friday night dinner session 
and devoted his time to a rebuttal 
of the Mangan philosophy. Other 


speakers made constant allusions to 
the same subject. 

Mr. Mangan opened his address 
by calling advertising a challenge to 
man’s skill. Properly conducted, he 
said, it can write current history 
and remake the manners of a na- 
tion. The whole destiny of adver- 
tising, however, has been confined 
to a small group of realists known 
as agencies, many of whom have no 
more than a $2,000 investment, rep- 
resented by office furniture, he 
charged. 

He recalled the demand of a few 
years ago of Alfred P. Sloan, of 
General Motors Corporation, for a 
new type of advertising to cor- 
respond with the new models pro- 
duced annually by his company, and 
said this lament produced no re- 
sponse whatever. 

Barnum set the tempo for adver- 
tising, Mr. Mangan continued, and 
whatever else might be said about 
early advertising, it was at least ex- 
citing. Following this came the 
John Kennedy theory of ‘“salesman- 
ship in print,’ which according to 
the speaker was not as effective as 
it sounded, since it consisted largely 
of stereotyped phrases — cliches. 
Finally, in 1917-18 came the “J. 
Walter Thompson layout’? which 
has become typical. 

Mr. Mangan asserted that adver- 
tising should, above all else, express 
the spirit of the era in which it ap- 
pears. The present motif should be 
youthfulness, since it is youth 
which dictates the purchase ’ and 
names the brand, regardless of who 
signs the check. 

Despite the startling changes and 
improvements wrought by media, 


Method... 


principles are 


ments which 


Anno 


@ !f you really want to know how 
good or bad your advertising now 
is according to the famous 
Townsend Advertising Evaluation 


@ That is to say, if you want to know 
how many of the 27 basic selling 


complied with in 


each of your advertisements and 
how many are violated .. . 


2 You can now have regular reports 
on every one of your advertise- 


appear in news- 


papers and magazines, and on 
your radio commercials. 


Townsend Advertising Research Institute 


uUunces 


By Showing 


This new ... sales-lifting, profit-producing, 
waste-stopping service for Advertising Managers 


you the number of basic sell- 


ing principles complied with 


these reports give you a new feeling of confidence, enable 


you to avoid much worry and uncertainty and help you step 


up the selling effectiveness of 


your advertising. 


The integrity of the Townsend 27 selling principles was 


established through years of research, and during the past 


four vears the sales-producing power of these principles 


has been thoroughly demonst 


than 40 million dollars worth 


\nd tests prove that each violation of one of these prin 


ciples in your advertisement 


_a loss of sales. 


If you want to increase sales, profits and goodwill, and 


reduce advertising leaks for your company, teat 


coupon and mail it today 


rated through use on more 


of advertising. 


constitutes a business leak 


out the 


Evaluation Repo 
Name 
Title 


Company 


Address 


Hi 


Townsend Advertising Research Institute, Inc. 
30 Rockefeller Plaza, New York, N. Y. 


I am interested in receiz 


4 


advertising agencies have failed to 
keep step, Mr. Mangan said. 

“Many of their advertisements,” 
said he, “are read by only two per- 
sons,—the man who writes it and 
the man who O. K.’s it. 

“What does advertising need? It 
needs a restoration to authority of 
the advertising manager, so that 
he can do some writing and re- 
search himself, instead of taking the 
agency’s word for everything. 

“Advertising should be so thrill- 
ing that the whole nation will be 
awaiting our next message.” 


Plea for Youngsters 


Mr. Mangan asserted that medi- 
ocrity in copy is causing the pub- 
lisher to lie awake at nights, but 
he hasn’t the courage to express his 
sentiments openly. Agencies need 
young blood, he said, but perhaps 
they’re afraid of infusions of this 
kind. The agency, he said, repre- 
sents entrenchment —the domina- 
tion of old men. “But the market 
is 21 and always was,” he com- 
mented. 

Mr. Mangan called for “advertis- 
ing patriots” to release advertising 
from its straitjacket and give de- 
sign its due. He referred to the 
new headquarters building of S. C. 
Johnson & Son, Racine, Wis., pic- 
tured in Life, as an example of 
what design could achieve if the 
shackles were removed from crea- 
tive ability. He concluded by urg- 
ing a review of everything that is 
done in advertising, so that nothing 
can survive unless it can prove it 
has a reason for existence. 

The sharpshooting started im- 
mediately, but C. M. Elliott, of 
Hamilton, who was presiding, ended 
the debate temporarily by calling 
on the next speaker. Thus a studied 
reply was not heard until that 
night, when Mr. Powel took up the 
cudgels for the function which he 
formerly performed. 

He said that he had cross-ex- 
amined a number of advertising 
jmen since hearing Mr. Mangan’s 
|address, and that none was sure of 
the meaning of “corny.” He ad- 
| mitted that it is doubtful if there 
are enough new ideas in advertising 
to meet the luxury of media now 
available. 

He declared that one thing is ex- 
jactly as Mr. Mangan would have it, 
however — agencies do represent a 
survival of the fittest in a sangui- 
inary struggle. Mr. Powel also 
agreed with the Mangan theory that 
/some copy is written for the pri- 
mary purpose of getting an O. K. In 
spite of this, however, most adver- 
tising copy is good—often better 
than the product it represents. 


History of Writers 


Mr. Powel asked if Mr. Mangan, 
in his enthusiasm for youth, would 
change the rules governing election 
|to the United States Senate. As for 
ithe travail of the copywriter, he 
|told of one of the first great ones 
in this country—Thomas Jefferson, 
whose advertisement entitled, “The 
Declaration of Independence,” was 
torn to pieces by Congress. Only 
hot weather and _ horseflies pre- 
served if for posterity. 

The agent, too, is concerned with 

(Continued on Page 23) 
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Agents Fight Back 
as Mangan Raps 


(Continued from Page 22) 

his imperfections, hence the 1939 
convention of the American Asso- 
iation of Advertising Agencies will 
feature such showmen as Larry 
VicPhail, of the Brooklyn Dodgers, 
nd Billy Rose, of Texas and New 
York fair fame, Mr. Powel observed. 
Agencies have also been con- 
cerned with keeping brains coming 
nto their business. On one occa- 
sion, Mr. Powel found that every 
football player of Yale, Princeton 
nd Harvard had been hired long 
yefore graduation, though not ex- 
lusively for advertising agencies. 

“In spite of the fact that the 
gency business is grounded in the 
survival of the fittest,” said Mr. 
Powel, “some do survive and many 
provide writing that even Thomas 
jefferson would not scorn. Agen- 
have steel nerves and it is 
mazing what miracles they will 
15 per cent of any- 


cies 


thing. 

He admitted that the search for 
truth in advertising has continued 
yng and for the most part in vain, 
nd recounted some of the ob- 
stacles. For instance, he recalled, 
John Powers, one of the coun- 
try’s greatest retail merchandisers, 
planned a 30-day no-profit sale, but | 
uit broken-hearted in 20 days | 
hen he saw the throngs carrying | 
way merchandise on which not a 
su was made. 

Another store conceived a slogan, 
Blank’s Tells the Truth,” but it, 
too, was forced to abandon it when 

discovered that its copywriters 
took a savage delight in telling only 

e most unfavorable truth. 


Strictly a Business 


Mr. Powel took the viewpoint 

it advertising, instead of being a 
profession, is just as commercial as 
the electrical business, for instance. 
It is merely a means to an end and 
an adjunct of business. 

‘Don’t get it too self-conscious,” 
he warned. 

He predicted that a commission 
representing all branches of adver- 
tising will ultimately be formed to | 

d the business of abuses. While | 
copy may be regulated in this way, | 

will never be possible to control | 
tatements of salesmen, he asserted. | 

He urged his audience to refrain 
from tearing down the entire busi- 
ness of advertising in their printed 
promotion, and turning to the 
chievements of advertising, said 
that one alone would have justi- 

ed its existence. Market _re- 
earch, he said, quoting Paul Cher- 

| ington, is giving democracy a voice 
|} by applying its methods to cross- 
ections of the electorate. 
Advertising has taken on such 
tartling efficiency,” he concluded, 
that none of the senses is secure 


| 
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will make the most of all of the new 
discoveries which have led to this 
result, you will make more money 
than you knew existed in the dark 
age of advertising 20 years ago.” 


Brown Names Mathes 


The Brown Company, Portland, 
Me., manufacturer of Nibroc towels, 
Onco inner soles and other cellulose 


products, has appointed J. M. 
Mathes, New York, to handle its 
account. 


Agate Joins Piel 

Cecil Agate, formerly assistant 
advertising manager of Jacob Rup- 
pert Brewery, New York, has been 
appointed advertising manager of 
Piel Bros., Brooklyn brewer. 


Broughton Agency Named 
Averell Broughton 


Advertising | 


Agency, New York, has been named | 


to handle the accounts of Sun In- 
surance Office, Ltd., and its affili- 
ated companies, Sun _ Indemnity 


Company of New York, Patriotic | 


Insurance Company of America and 


H-T-H Outdoorsman 


| bus, O., has appointed Ofstie, Will- 
/cox and Associates, New York, as 


Sun Underwriters Insurance Com- | 


pany, all of New York. Insurance 
and financial publications are being 
used. 


Phillips Adds Spaghetti 


Phillips Packing Company, Cam- 
bridge, Md., has increased its line 
of food products to 59 varieties by 
the addition of Phillips Delicious 
spaghetti and meat balls. The prod- 
uct will be promoted as “the 
World’s Fare of Today.” 


its Eastern’ representative, 
George M. Kohn, Inc., Atlanta, as 
its Southern representative. 


A. H. Fulton Resigns 


Arthur H. Fulton, Jr., has re- 
signed as vice-president and secre- 
tary of Fulton, deGarmo & Ellis, 
New York. 


“Guide” in Chicago 
Importers Guide, New York, has 
opened a Chicago office in the Trib- 


une Tower. C. R. Lucke, divisional 
advertising manager, is in charge. 


“Outdoorsman” Appoints Directs Kalart Campaign 
(formerly | 
Hunter-Trader-Trapper), Colum-| 


Kalart Company, New York, 
manufacturer of photographic spe- 
cialties, has named Frank A. Rich- 


| ardson—Advertising, New York, to 
and | 


direct a campaign in newspapers 
and national photographic publica- 
tions. 


Now George Close, Inc. 


Fenger-Hall Company, newspape! 
representative, has changed its name 
to George D. Close, Inc. Headquar- 
ters are in San Francisco. 


Hotel Chain to Shumway 


F. P. Shumway Company, Boston, 
has been appointed to handle the 
advertising of Treadway Inns, a 
chain of 12 hotels. 
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Flect Allshouse 
New President 
of Affiliation 


Cleveland, May 9.—Don Alls- 
house, advertising manager, North- 
ern Equipment Company, Erie, Pa., 
was elected president of the Adver- 
tising Affiliation at the annual 
meeting here last weekend. Buf- 
falo was selected for the 1940 con- 
vention, with Toronto getting the 
1941 gathering. Mr. Allshouse was 
succeeded as first vice-president of 
the Affiliation by Allen L, Billings- 
ley, president of Fuller & Smith & 
Ross, Cleveland agency, who served 
as general chairman of the conven- 
tion. 

Elfon Johnson, vice-president of 
Clark Locke, Ltd., Toronto agency, 
was elected second vice-president, 
and Donald A. Thomas, catalog edi- 
tor of the Larkin Company, Buffalo, 
was re-elected secretary-treasurer. 
Floyd Crawford, secretary of the 
Greater Buffalo Advertising Club, 
was re-elected executive secretary. 

Directors were elected as follows, 
representing member clubs: Buf- 
falo, John H. Little; Greensburg, 


i 


Pa., Wilfred S. McKeon; Hamilton, 
Hugh McIntyre; Jamestown, N. Y., 
Roland A. Fancher; Kitchener- 
Waterloo, James Washburn; Lon- 
don, Harold W. Donahue; Pitts- 
burgh, K. E. Kellenberger; Syra- 


|cuse, William Dyer; Windsor, John 


C. McGuire; 
Boulton. 


Youngstown, Paul 


Record Attendance 


Registration at the 
approximated 600, 
previous records. This turnout was 
well rewarded with stimulating 
speeches by Carlton K. Matson, 
public relations director, Libbey- 
Owens-Ford Glass Company, To- 
ledo; Robert B. Bolles, until re- 
cently advertising director of the 
Rudolph Wurlitzer Company, North 
Tonawanda, N. Y.; Alice Hughes, 
columnist, New York Journal- 
American; V. E. Vining, director of 
department store sales, Westing- 
house Electric & Mfg. Company, 
Mansfield, O., and others. 

Mr. Matson, editor of a 
newspaper “until my horse was 
shot from under me,” took the ad- 
vertising men, in common with all 


convention 
shattering all 


Toledo 


business men, sharply to task for | 


their disparaging references to poli- 
tics and politicians. Since politics 
is the mechanism by which a de- 
mocracy operates, it behooves all, 


he asserted, to dedicate the coun-|! advertisers 


HEADS AFFILIATION 


Don Allshouse, newly elected president 

of the Advertising Affiliation. He is 

advertising manager of Northern Equip- 
ment Company, Erie, Pa. 


try’s finest blood and brains to poli- 
tics, to the end that tomorrow’s 
politicians shall be statesmen. 

Mr. Vining insisted that national 
start their planning 


Controlled Coverage of Your Markets 


How a Brand,New Technique of Circula- 
tion Led to Amazing Advertising Results 


Important executives are busy men. 
jor portion of their time is devoted to plans and 
decisions affecting the welfare of their business. 


Ordinarily they cannot afford the time to see 


salesmen of any sort. 


Yet they have the final say-so on the purchase 


of plant equipment. 


is to influence their decisions. it must first of 


all be seen by them. 


The difficulty outlined above has led to im- 


portant changes in the technique of business 


paper circulation. 


ing and turned to a new method of circulation 


control. 


It is built first of all around the fact that men 


will read what is vital to their interests 


And if your advertising 


Some years ago, a group of 
leading publishers abandoned subscription sell- 


ah 
I he nla- 


vided they get the chance to read it. 


of all Key men in any specifie industry. 


Through 


scientific methods of list-building, Controlled 


Circulation Publications are placed in the hands 


On 


the other hand, men without buying power or 


ing success. 


listed below. 


vited to make the final, convincing test . . 


circulation coverage is. 


authority are omitted. 


This new circulation technique has had amaz-| - 
You are invited to note the con- 


sistent advertisers in any of the publications 


You are also invited to check 


audited controlled circulation against your own 


prospect list. to note how thorough controlled 


And you are also in- 


. Try 


your advertising in the C.C.A. publication 


pro- 


which covers your field. 


We believe that vou 


too will then become a regular advertiser. 


THIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE LEADING C. C. 


a 


A. PUBLICATIONS 


BAKERS REVIEW 
BANKERS MONTHLY 


BETTER ROADS 


GOLFDOM 


HITCHCOCK’S MACHINE 
TOOL BLUE BOOK 


HOSPITAL TOPICS & BUYER 


BEVERAGE RETAILER WEEKLY 


COMPRESSED AIR MAGAZINE 


CONSTRUCTION DIGEST 


CONTRACTORS AND 
ENGINEERS MONTHLY 


DIESEL PROGREsS 
DRUG TOPICS 
DUN’S REVIEW 
ELECTRIC LIGHT & POWER 
ELECTRICAL DEALER 


ELECTRICAL 
MANUFACTURING 


EXCAVATING ENGINEER 


FLEET OWNER 


CONTROLLED CIRCULATION PUBLICATIONS 


INDUSTRIAL EQUIPMENT 
NEWS 


INDUSTRIAL POWER 
JOBBER TOPICS 

LIQUOR STORE & DISPENSER 
MACHINE DESIGN 

MEAT 


MEDICAL ECONOMICS 


MILL & FACTORY 
MODERN MACHINE SHOP 
NATIONAL JEWELER 

NEW EQUIPMENT DIGEST 


backwards. They should start with 
the little department store girl who 
sells their goods, he said, and edu- 
cate her so that she will help them 
to cash in on their advertising. 
The Westinghouse expert cooked 
a meal on an electric range while 
the advertising men looked on with 
open mouths. He justified this de- 
parture by explaining that all elec- 
tric range salesmen had to become 
chefs. 

“Selling,” he said, “is not moving 
merchandise, but learning to deal 
with human beings.” 

Miss Hughes expounded the the- 
ory that women respond more read- 
ily to commands than to cajolery 
and urged advertisers to put a defi- 
nite bass note in their copy. She 
supported this argument by report- 
ing that magazines dedicated exclu- 
sively to males find it impossible to 
keep women from subscribing. 


Should Educate Men 


She also contended that manu- 
facturers of products for men would 
profit by educating them to do their 
own buying, rather than relying on 
their wives to fill their require- 
ments. This is true, she said, be- 
cause men buy more quickly than 
women, and pay higher prices. 

Mr. Bolles told how the Wurlitzer 
Company, deprived of its market 
for organs by the advent of sound 
movies, began the manufacture of 
automatic coin-operated phono- 
graphs, and cultivated operators as- 
siduously by showmanship. The 
company spent huge sums for en- 
tertainment, but Mr. Bolles said 
this policy was as conservative as 
that of a bank. He defined show- 
manship as “‘emotionalized sales- 
manship.” 


Gets Gibson Studios 


Gibson Photographic Studios, 
Chicago, has appointed United Ad- 
vertising Companies, Chicago, to 
direct a newspaper and radio cam- 
paign. Joseph E. Gessner is account 
executive. 


Distributors to Meet 

The Exclusive Distributors’ As- 
sociation will hold its annual con- 
vention July 10-12 at the Hotel 
Schroeder, Milwaukee. 


SUSTd 


The OFFICE 

Magazine of Office Equipment 
PETROLEUM MARKETER 
PREMIUM PRACTICE 
PROGRESSIVE GROCER 
ROADS AND STREETS 
RUG PROFITS 
SODA FOUNTAIN 
SUPER SERVICE STATION 


SYNDICATE STORE 
MERCHANDISER 


TIRES 
WHAT'S NEW 
ECONOMICS 


IN HOME 


WOOD PRODUCTS 
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Salesman Tangles 
with Space Buyer 
in Screen Saga 


New York, May 10.—What hap. 
pens in the advertising busines 
when an irresistible force (a spac 
salesman) encounters an immoy. 
able object (a space buyer) is be. 
ing recorded on celluloid for The 
New Yorker and posterity. 

The new commercial film, no 
being produced at the Astor, 
studios of Audio Productions, In¢ 
stars Mare Connelly, the play. 
wright, and Franklin P. Adams, the 
newspaper columnist who double 
as a radio star. 

Mr. Connelly plays the role of 
salesman with a one-track mind 
who is out to sell a bill of very good 
goods to FPA, who knows all of the 
answers and most of the questions 
As usual, the space buyer gets the 
verdict. 

R. H. Fleischmann, publisher o 
the magazine, hopes to have a prin! 
of the film entombed in the Tim 
Capsule at the World’s Fair, as: 
warning to space buyers of 6939. 


Wins IPI Contest 


Robert Libott, 16 year old high 
school senior of Beverly Hills 
Calif., has been awarded first plac: 
in the third annual Internationa 
Printing Ink essay contest. He wa 
given a $400 college scholarship fc 
the best essay on “The Valu 
Color in Printing.” 


Agency Now Sales Firm 
After turning over its account 
to Jasper, Lynch & Fishel, Ne 
York, Edwin M. Phillips & Co., Ne 
York, has changed from an agenc 
to a sales and marketing organiza- 
tion under the guidance of M 
Phillips. Headquarters remain # 
420 Lexington avenue. Jasper 
Lynch & Fischel has moved to lar- 
ger quarters at 22 W. 48th street. 


Budd Promotes Eriksen 
Oliver H. Eriksen, formerly 2 

member of the sales staff, has been 

sales manager of The 


York 


Somebody's missing a real bet on WMT. The 
‘ Green Hornet—a sustainer—has a tremendous an¢ 
/ loyal following. 


You want proof? Just before the time change— 
on April 4, 6, 18 and 20 to be exact—we askec 
our audience—four times—if they wanted the pre 
gram continued. 


7:00 to 7:30 P. M. CST. 


4,085 listeners in 80 counties in lowa, 15 in Mit 
10 in Wisconsin and 23 in Illinois wrot 
asking that it be kept going. 
mail response map we'll be glad to send you ” 
you just say the word. 


At that time it was on from 


We've prepared # 


One listener said “We'll even eat spinach if yo 
can get someone to sponsor it, so it will be su’ 
to stay on the air.” 


| My Now the Green Hornet is heard at 6:00 to 6:30 
ceptiona om rate 


P. M. on Tuesday and Thursday. 


We could 9 


mercenary and suggest it can be bought—twitt 


a week—for only $202.50 per week, 


both tim 


and talent. 


For loyal responsive audience in lowa—it's WM 


of course. 


Cedar Rapids- Waterloo ~ 600 Kilocycles 
NBC Blue-MBS * 5000 Watts LS. » 1000 Watts Nig 
Represented by THE KATZ AGENC! 


69,000 Square Miles of the RICHEST PART of the MIDWEST 
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‘Too Many Facts 


Called Problem of 
Department Store 


Cleveland, May 9.— Though the 
department store credit manager 
realizes his responsibility for creat- 
ing volume and good will, he needs 
.ssistance in determining how to 
use to best advantage the huge 

mount of data in his files on the 
buying habits of charge customers, 
‘harles Dicken, credit manager of 
William Taylor Son & Co., Cleve- 

nd. told the retail departmental of 
the Advertising Affiliation here last 
Industrial and direct 
nail departmentals were also held, 
nd the experiment was so success- 
‘ul that a radio session is being 
»lanned for the 1940 convention. 

Other speakers at the retail 
sathering were Andrew Connelly, 
publicity director, Joseph Horne 


Company, Pittsburgh, and director, 


sales promotion division, National 
Retail Dry Goods Asociation; H. W. 
Hailey, business and research direc- 
tor, Scripps - Howard Newspapers, 
New York, and Edwin H. Stuart, 
Pittsburgh typographer. Barclay W. 
Newell, publicity director of Wil- 
am Taylor Son & Co., Cleveland, 


presided. 


Maze of Facts 


\ir. Dicken said that a mass of 
information is available as to in- 
come, price lines, types of mer- 
chandise, and spending habits of 
charge customers, but its utilization 
presents a problem which has not 
yet been solved. He believes that 
pdvertising men can be helpful in 
deciding exactly what information 
shall be extracted and assembled 
from this embarrassing oversupply, 
pnd attributed failure of past efforts 
ft customer analysis and control 
to their absence, as well as to diffi- 
fult business conditions of recent 

ears. 

He said that every customer likes 
® personal touch in promotion, and 
Mhat literally hundreds of possibili- 
fies in this direction exist. Mr. 
Dicken suggested that a start be 
Made on an experimental scale. He 
@xpressed the opinion that in re- 
Search of this kind might lie the 
hope of many stores for regaining 
the dominant personalities which 
Made them great. 

Mr. Connelly said it is imperative 
that department stores advertise 
More products which will interest 
More people, thus giving repre- 
Bentation to more departments. He 
®iso advocated promotion of better 
Merchandise, expressing wonder at 
the prices advertised by some New 
York stores. The usual minimum 
n the Joseph Horne Company is $1. 


Objective of Advertising 


“You must decide what you want 
pour advertising to accomplish,” 
Mr. Connelly pointed out. “While 
dt can sometimes sell both the in- 
. 


COLLINS 

MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


BY ‘ 


stitution and merchandise, usually 
it must choose between these ends. 
Personally, I feel that catalog copy 
is too expensive because it en- 
courages newspaper readers to 
order by mail, and thus reduces 
store traffic. The primary objec- 
tive of advertising should be to en- 
courage shopping.” 


Starts Liquor Drive 

Park & Tilford Import Corpora- 
tion, New York, has begun a coast- 
to-coast newspaper campaign for 
Vat 69 Scotch whisky and Martell 
cognac brandy to run weekly until 
the end of June. National maga- 
zines will also be used for the 
brandy. Charles M. Storm Com- 
pany, New York, is the agency in 
charge. 


Major Market. 


take 


Campaign for Polident 
Wernet Dental Mfg. Company, 
Jersey City, is using 112 newspa- 
pers in its May and June campaign 
for Polident, brushless cleanser for 


false teeth, through Brown & 
Thomas Advertising Corporation, 
New York. 


To Gale & Pietsch 

Gale & Pietsch, Chicago, has 
been appointed to direct advertising 
for Venus Foundation Garments, 
Chicago. Newspapers and maga- 
zines will be used. 


Joins Texas Network 

Lincoln P. Simonds, formerly with 
International Radio Sales, has 
joined the Texas State Network as 


| sales representative. 


Purely imaginary conversation. Yet it could 


be said by scores of salesmanagers who 
have found the way into the hearts and 
purses of "The State of KFI" by the use of 
this super powered station in this super 
market. Superlatives, you see, come easy in 
this country—and we're not a bit bashful 
about using them because the sales superla- 
tives of today become the sales successes 


of tomorrow—in the Billion Dollar Third 


bonte ©. Qrtihong. Ine 


KFi* LOS ANGELES + KECA 


FTC Stipulation 
Tempers Claims 
for Diamond Salt 


Washington, D. C., May 10.—Gen- 
eral Foods Company has entered 
into a stipulation with the Federal 
Trade Commission which will re- 
sult in omission of many claims 
heretofore made in copy for Dia- 
mond Crystal salt. 

General Foods has 
cease representing that Diamond 
Crystal will prevent clogging or 
caking in salt cellars in all cases; 
that it is the only salt which brings 
out flavors in foods and that it 
assures the production of better 


agreed to 


butter or the production of butte: 
with less work. 

Also eliminated by the stipulation 
are the claims that this salt, when 
used to preserve meat, insures that 
every particle will be preserved 
with good color and no spoilage, 
and that use of the salt eliminates 
danger of oversalting and insures 
best results. 


New Post for Wood 


R. L. Wood, formerly advertising 
manager of Irving-Cloud Publish- 
ing Company, Chicago, has been 
appointed advertising manager of 
Barnes & Keinecke, Chicago indus- 
trial designer. He succeeds J. B. 


Lundy, who has joined Dole Refrig- 
erating Company in a similar ca- 
pacity. 


an 


appropriation. 


RED NETWORK 


| 


\y)) 


| 


"Yes sir, I'm sleeping nights again since we put this 
KFI fellow on the job in Southern California. Like 
a lot of Eastern salesmanagers, | sort of let that 
territory take care of itself. It was given whatever 
was left after our New York, Philadelphia, Detroit, 
Chicago, Boston and St. Louis branches got their 


“Funny how you will put off the Coast territory. It's a long 
way West and the market is a tough one to cover. 


“But my waste paper basket tipped me off. Yes sir, my eye 


caught a phrase on a folder, "THE THIRD MAJOR MARKET 
—SOUTHERN CALIFORNIA,” that | had evidently con- 
sidered waste basket fodder. | retrieved it, read the story of 
three million people, a billion dollar market, the KFi 50,000 
watt NBC outlet, all wrapped up in a neat package and it 
solved my problem. Now 3%, of the population in Southern 
California is taking 10°/, of our output.” 
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Electric Shavers. 
Afford Rolls Razor 
Profit Opportunity 


Luxury Price of New 
Products Cracks For- 
mer Resistance 


New York, May 9.—Though elec- 
tric shavers may have cut into the 
profits of low-priced safety razor 
manufacturers, at least one razor in 
the luxury price class has been 
helped by the activities of their mo- 
torized competitors, spokesmen for 
Rolls Razor, Inc., told ADVERTISING 
AGE today. 

During March and April sales of 
the razor, which retails at $10, were 
the best for any comparable period 
during the last ten years, and an 
increased advertising program is 
under way, with no letup planned 
over the summer months. Copy is 
appearing regularly in  Collier’s, 
Esquire, Life, The Saturday Eve- 
ning Post, This Week, Time and in 
newspapers in major cities. 

Credit for Rolls’ good competitive 


An 
in the 81 


vertising | 


— 


| showing is attributed partly to its 
)own consistent advertising, and 
| partly to the fact that electric 
|shaver promotion has broken down 
the resistance of men to paying $10 
to $15 for a shaving implement. In 
addition, Rolls Razor finds many of 
its sales are made on the rebound 
from dissatisfied users of electric 
razors. Customers returning the 
latter to retailers are often switched 
by the dealers to a Rolls. In a sur- 
vey recently conducted by the com- 
pany among 1,000 owners of Roils 
razors, it was found that 95 per cent 
of those who responded pronounced 
themselves satisfied with the instru- 
ment’s performance and many have 
been using it for 10 years. Electric 
shavers, it is claimed, cannot pre- 
sent comparable figures. 
Maintains Aloofness 

In its advertising Rolls maintains 
complete aloofness as far as electric 
competition is concerned. Except 
for such headlines as ‘“There’s 
Pleasure in a Real Shave!” which is 
open to the reader's interpretation, 
copy is directed to users of low 
priced products. “Rolls Razor puts 
an end to running out of blades,” 
one advertisement says. “Figure 
what blades cost you a year and 
you'll discover it’s more economical 
to own a Rolls Razor,” is another 
caption. 

While the product has been on 


the market 10 years, Rolls’ copy is 
| still educational in tone. Instead of 
|}employing the suggestive technique 
|of a pretty woman admiring a 
man’s clean shaven face, practically 
all copy features an illustration of 
the razor itself. The benefits of 
using a hollow ground blade are 
stressed and the _ stropping and 
honing devices of the razor de- 
scribed. 


Mass Market Concentration 


Despite the fact that the product 
is a luxury item, the company has 
discovered that best results are ob- 
tained by concentration on the mass 
market. This is attributed to the 
lack of repeat business on the prod- 
uct. New users must be sought 
constantly and Rolls seeks to attract 
the annual army of new shavers as 
well as experienced blade wielders 
tc whom a good shave is an eternal 
quest. 

Rolls’ dealer relations have been 
maintained on a cordial basis, with 
fair trade in effect wherever possi- 
ble. In its business paper advertis- 
ing the company emphasizes the 
razor’s unchanged design which 
eliminates the problem of old 
models and on the fact that sales 
of Rolls razors mean more business 
in shaving creams, a department 
that has suffered since the inception 
of the electric shaver. Dorland In- 
ternational is the agency in charge. 
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EI Markets... 
Fars Double Dividends 


TRACES NATION'S FOOD 


— 


BUYING HABITS 


VEGETABLES AVG. LBS. AVG. LBS. PERCENT 
1920-24 1934-37 CHANGE 
135 169 +25% 
DAIRY PRODUCTS 
az'\; 355 377 +6% 
FRUITS 
185 195 +5% 
<— 
=lRo 106 110 +4% 
LEAN MEATS & FISH 
ae Pd 138 126 -9% 
POTATOES 
FS 
cats al 178 157 “12% 
CEREAL PRODUCTS 
wBly 229 196 “14% 


In appearing before the Temporary National Economic Committee, Thomas H. 
Mclnnerney, president, National Dairy Products Corporation, presented this com- 
prehensive picture of what has been occurring in the food industries since 1920. 
Vegetables, dairy products and fruits have accounted for the largest per capita 
increases with other classifications registering declines. The foods listed comprise 
more than 90 per cent by weight of the average person's annual food consumption. 


Knapp-Monarch 
Expands Campaign 
on New Shaver 


St. Louis, May 9.—Knapp-Mon- 
arch Company will release first in- 
sertions this month in a substantial- 
ly increased consumer campaign for 
its Knapp electric shaver, featured 
as the “natural angle” shaver. Copy 
is scheduled for Collier’s, Esquire, 
and The Saturday Evening Post in 
column and two-column insertions. 
Knapp introduced this shaver last 
fall and at that time used one in- 
sertion in two of the three maga- 
zines above. The current cam- 
paign, including a schedule in three 
business papers, will be continued 
through the summer and increased 
in the fall, it is expected. 


Named “Natural Angle” 


Knapp calls its product the 
“natural angle’ shaver because of 
the manner in which the shearing 
head is placed. Most electric shav- 
ers, company spokesmen pointed 
out, have this shearing head ex- 
tending directly from the main part 
of the shaver. On the Knapp, it 


emerges at an angle so that the 
shaving motion of the user cor- 
responds more nearly to that used 
with safety razors. 

Magazine copy will also empha- 
size the model’s two sizes of cutting 
slots, for coarse or fine beards 
These can be reversed even while 
the motor is running. Knapp alsc 
believes it has an advantage in that 
this shaver works on the “up” mo- 
tion against the grain of the beard 
and that it gives a comfortable 
shave the first time it is used. 

Knapp sells two models, one a 
de luxe at $15 in a leather case 
with a magnifying mirror and the 
other, a standard model at $10 
Both are mechanically the same and 
are guaranteed for one year. 

Anfenger Advertising Agenc) 
handles the account. 


“Retailing” Changes Name 


Fairchild Publications, New York, 
has changed the name of its weekly 
store management paper from Re- 
tailing—Executive Edition to The 
Retail Executive. Typography, 
makeup and page layouts will also 
be revised. Fairchild made the 
change to end confusion with Re- 
tailing—Home Furnishings Edition. 


Now MENS SHOES 
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QUALITY, SERVICE 


ALES curves are shooting uphill for alert 

executives who consistently sing an adver- 
tising duet with local advertisers in Hlinois 
and lowa dailies. Acceptance of your prod- 
uct may keep your salesmen traveling, but 
it is demand that keeps them busy writing 
orders. And newspaper advertising has cre- 
ated demand since the days of the first colo- 


nial newspapers! 


You don't have to turn the treasurer's pock- 
added selling 
power of your national advertising into 81 


ets inside out to throw the 


prosperous, ready-to-buy Illinois and lowa 


markets. You now have thousands of cus- 


tomers who say, “Yes. it is a good product 


and T buy it occasionally.” They make you 


One letter to the 
brings you a 


Daily Newspaper League of Illinois 


401-02-03 Leland Bldg. 


lowa Daily Press Association 


405 Shops Bldg. 


central headquarters 
copy of the Frequency Discount Schedule and if you wish. 
a Free uptodate market report from all 81 1&1 dailies. 


a profit... ence in a while. But. a con- 
sistent newspaper schedule is the easy, low 
cost L&I solution of how to train these same 
people to say, “Il always use that product.” 


Then you really start to cash-in. 


Cost worries are something you file away 
permanently once you take advantage of 1&1 
Frequency Discounts. You save as much as 
10% in every 1&1 paper used by complying 
with the very liberal L&I Frequency Dis- 
count Schedule. 

Don't let 
thought 


your product become an after- 


with Illinois and lowa 


consumers. 
Try this simple, easy way to sales and sav- 
ings. Hundreds are already piling up proof 


that it pays. 


of either state association 


Write today. 


Springfield, Illinois 


Des Moines, lowa 


FELTMAN:« CURME 


The above reduced advertise- 
ment for Feltmon & Curme wos 
prepored entirely by Faithorn 


Always the Finest 
at Faithorn 
FINEST ENGRAVING 


FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or ali— 
just as you wish, but all 


Fxceptionally well fitted to submit ideas, 
make layouts, prepore sketches and drow- 
ings —through every step of production 


FAITHORN CORPORATION 


and REAL ECONOMY... 


can be accomplished through Faithorn COMPLETE 
SERVICE of (1) Ad-Setting, (2) Engraving and (3) 
Printing — all under ONE roof... We think in 
terms of results ... The shortest way ‘round is 
usually the best ... Why send cuts to one con 
cern—typesetting to another many blocks awoy 
—and then give your printing to a firm eve" 
farther distant? You can cut your costs, elimi 
nate worry and save TIME, TROUBLE and MONEY 
by having Faithorn do the entire job .. . !f you 
are interested in securing this kind of a saving, 
the time of times to use Faithorn certainly 's 
NOW...We will gladly show you samples. Try us! 


are here, ready to serve 
you... Speed, economy 


Ad-Setters - Engravers - Printers 


and satisfaction assured. 


504 Sherman St., Chicago - Wab. 7820 


DAY AND NIGHT SERVICE 
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Coming 
Conventions 


May 16. Spring meeting, Insur- 
ance Advertising Conference, New 
York. 

May 16-17. Spring convention, 
Inland Daily Press Association, 
Hotel Sherman, Chicago. 

May 19-20. Spring session, Amer- 
ican Marketing Association, Me- 
dinah Club, Chicago. 

May 22-24. Annual convention, 
loilet Goods Association, Hotel 
BHiltmore, New York. 


June 1-3. Annual convention, 
National Advertising Agency Net- 
work, Park Plaza Hotel, St. Louis. 

June 5-6. National Business-Con- 
sumer Relations Conference, Buf- 
falo, N. Y. 


June 5-7. Annual convention, 
National Federation of Sales Ex- 
ecutives, Bellevue-Stratford Hotel, 
Philadelphia. 

June 12-15. Annual convention, 
Association of Newspaper Classified 
Advertising Managers, Hotel Sen- 
eca, Rochester, N. Y. 

June 12-16. Annual convention, 
Outdoor Advertising Association of 
America, Hotel Pennsylvania, New 
York. 

June 12-17. Annual convention, 
Lithographers National Association, 
Westchester Country Club, Rye. 

June 15-17. Annual convention, 
Southern Newspaper Publishers 
Association, Chamberlain Hotel, Old 
Point Comfort, Va. 

June 16-18. Annual convention, 
Advertising Distributors of Amer- 
ica, Hotel Shelton, New York. 

June 18-22. Annual convention, 
Advertising Federation of America, 
Waldorf-Astoria, New York. 

June 25-29. Annual convention, 
International Association of Display 
Men, Hotel Astor, New York. 

June 25-30. Annual convention, 
Pacific Advertising Clubs Associa- 
tion, Oakland, Calif. 

July 10-12. Annual convention, 
The Exclusive Distributors’ As- 
sociation, Hotel Schroeder, Milwau- 
kee. 

July 10-13. Annual convention, 
National Association of Broadcast- 
Ambassador Hotel, Atlantic 


ers, 
City. 

Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 12-13. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 

Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel New Yorker, New 
York. 

Sept. 27-29. Annual convention, 
Direct Mail Advertising Associa- 
tion, Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 
Advertising Service Association, 
Hotel Astor, New York. 

Oct. 2-3. Annual Boston Confer- 
ence on Distribution, Hotel Statler, 
Boston. 

Oct. 19-20. Annual convention, 
Audit Bureau of Circulations, Ho- 
tel Stevens, Chicago. 


NOW 


9000 WATTS 


And WFBR’‘s nationally rec- 
ognized showmanship and 
merchandising policies 
GIVE MORE POWER 
to your advertising 


MITIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 


Goodall Reveals ‘ 
Merchandise Tests 
in ‘Laboratory’ 


Cincinnati, May 10.—An analysis 
of a pre-tested merchandising pro- 
gram on men’s clothes was de- 
scribed this week by the Goodall 
Company, maker of Palm Beach 
clothing, which revealed the results 
of experiments conducted during 
the winter season in its Miami 
Beach “laboratory” store. 

Known as “The Palm _ Beach 
Showplace,” the store served as a 
curtain raiser for Goodall’s summer 
selling activities and as a guide for 
retailers. Ideas on advertising, 


window display, promotion and 
multiple selling were tried out and 
the findings tabulated. It was found, 
for instance, that the most effective 
advertisements measured five col- 
umns by 18 inches and _ stressed 
specific styles. Monday and Thurs- 
day were indicated as the best ad- 
vertising days. 


Copy Tied to Displays 


The advertisements, made up of 
illustrations and headlines taken 
from Goodall’s regular mat service 
to retailers, were closely tied in 
with window displays, which played 
a leading part in the merchandis- 
ing experiment. When a theme de- 
picting the races, night life, or a 
summer wedding occupied the dra- 


matically illuminated window, ad- 
vertising copy played up the same 
subject. The windows, which at- 
tracted crowds of women as well 
as men, featured specially con- 
structed mannequins with the wo- 
men figures suggested by means of 
a wisp of dress and a pretty head. 

Much emphasis in the experi- 
mental store was placed upon mul- 
tiple selling, and a checkup re- 
vealed that 35 per cent of sales 
consisted of two suits to a customer, 
9 per cent three suits and 6 per 
cent four suits. A special adver- 
tisement featuring size assortment 
was used, to attract men who for- 
merly patronized custom | tailors. 
Lawrence C. Gumbinner, New York, 
is the Goodall agency. 


Films for Amoco Gas 

American Oil Company has re- 
leased two sound motion pictures on 
Amoco gasoline and _ lubricating 
products. Camera Inc., Chicago, is 
the producer. 


Gets Du Mont Receivers 


Lennen & Mitchell, New York, 
has been named by Allen B. Du 
Mont Laboratories, Passaic, N. J., to 
direct advertising of Du Mont tele- 
vision receivers. 


Two for Milne 


Milne & Co., Seattle, has been 
named advertising counsel for Hem- 
rich Brewing Company and Cen- 
tennial Flouring Mills Company, 
both of Seattle. 


DEMONSTRATES STREAMLIN 
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“Boos Angeles County's automobile buying power vom Om 
matches the performance of the industry's stream- ape 


BUYING 


line creations. 


Residents of this fertile, higher-income market 
comprising only 6.3% of Southern California's 
66,544 square mile area, bought 73.8% of all the 
new passenger cars sold last year in the 11 
counties that constitute Southern California. 


How to get your message to this able-to-buy 


market? 


The automotive industry did it by placing over 
55% MORE linage in The Evening Herald and 


Express than 


Put the sales of your product in high gear. ..get 
Quantity and Quality coverage in the medium that 
has both the largest daily circulation of any news- 
paper in the West and the largest daily circulation 


any other local daily. 


of any 5¢ newspaper in America! 
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Coffee and Tea 
Industries to Push 
for Summer Sales 


Iced Beverage Cam-| 
paigns Scheduled for 
Months Ahead 


New York, May 10.—A repeti- 
tion of last year’s summer cam- 
paigns for iced coffee and tea was | 
disclosed this week when the Pan} 
American Coffee Bureau and the | 
Associated Coffee Industries of | 
rgeog oem designated June 25 to July | 

as Iced Coffee Week, and the Tea 
heveou laid plans for a drive that 
will continue through the summer. 

While the bulk of the appropria- 
tion for Iced Coffee Week will be 
invested in display material, a 
magazine schedule is also planned 
by the joint sponsors. Individual 
roasters are also to cooperate by 
placing their own newspaper copy 
during the week. Arthur Kudner, 
Inc., is the agency in charge. 

Theme of the drive will be 
“When heat slows you down—get 
a pick-up with Iced Coffee.” The 
cool and comic figure of a baby 
polar bear will symbolize the cool- 
ness of the drink as promoted on 
display pieces. In drug stores, the 
promotion will center around a new 
drink, “coffee cooler,” which com- 
bines iced coffee and ice cream 


Tea Sticks to Pep Theme 
A similar theme will be employed 
by the Tea Bureau in its campaign. 
The slogan used during the winter 
campaign, “Tea peps you up,” will 


MAILING SERVICE 

Multigraphing Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


140 So. Denrborn St. Wabash S655 


CHICAGO 


be repeated for iced tea. Initial 
insertions, through William Esty & 
Co., are already appearing in South- 
ern newspapers. The drive will at- 
tain national proportions in the hot 
months. 

Magazines and outdoor posters 
will be employed in addition to 
newspapers. Full pages in color 
are scheduled to appear in Good 
Housekeeping, The Saturday Eve- 
ning Post, and Woman's Home 
Companion. Smaller insertions will 
appear in The American 
Life, and This Week. Color comics | 
will appear in 48 newspapers. 

General merchandising and ad- 
vertising problems of the tea trade 


Weekly, | 


will be aired at a forum here June | 


1-2, sponsored jointly by the Tea | 
Bureau and the department of mar- 
keting of New York University. 
Several hundred tea 


executives are expected to attend. 


Monsanto Acquires 
Resinox Corporation 


Monsanto Chemical Company, St. 
Louis, manufacturer of plastics and 
chemicals, has acquired the Resinox 
Corporation, New York, in its sec- 
ond major move in the plastics in- 
dustry in 13 months. The Fiberloid 
Corporation, Springfield, Mass., be- 
came the plastics division of Mon- 
santo in April, 1938. 

Resinox, manufacturer of phe- 
nolic plastics molding compounds, 
was formed by Commercial Solv- 
ents Corporation and Corn Products 
Refining Company in 1930 to con- 
tinue their research in plastics. Its 
sales activities were carried on 
through the former company until 
1937 when a separate selling staff 


was organized. 
| 


Bruder Names Arndt 


M. A. Bruder Company, Philadel- 
phia paint manufacturer and re- 
tailer, has appointed John Falkner 
Arndt & Co., Philadelphia, as ad- 
vertising agency. John G. Petrik is 
account executive. 


Plan Second Ox Roast 


The Chicago Federated Advertis- 
ing Club will hold its second annual 
Ox Roast June 3 at Ilgair Park, 
Chicago. George F. Kowalski, 
General Outdoor Advertising Com- 
pany, is general chairman. 
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When your advertising net encircles 
7 Hawaii . . . it covers an area that out- 
ranks 28 states in per capita buying 
power ... an area with an income of 


that money boomerangs back 


demands American products. 
6 from New York ... 
quickly . . . easily merchandised 
one newspaper, the 


you complete coverage. 
tinent facts, 


O'MARA AND ORMSBEE, INC. 
New York +. Chicago - Bostor . 
Atlanta e San Francisco om la 


$175,000 000. And the pane part of 
to the 
mainland in the form of purchases . . 

for Hawaii's thoroughly American m: arket 
Less than 
24 hours away by air from California... 
Hawaii can be 


Honolulu Star-Bul- 
letin, Hawaii's leading newspaper, 
For all the per- 
send for a free copy. of 
“Open This $100.000,000 Pocketbook.” 


HONOLULU STAR- -BULLETIN. 


for 
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Getting | Personal — 


R. Davison, a.m., New Jersey Zinc Company, proved himself a 
giant mentally as well as physically at TPA’s “Information Please” 
session at the May dinner meeting. He won a question bee in a walk, 
outscoring a board of experts which included Phil Thomson, director 
of public relations of Western Electric Company, Bill Buxman, a.m., 
Textile World, and Lawrence Malone, G. M. Basford Company. Col. 
Willard (Clifton Fadiman) Chevalier, Business Week publisher, served 
as umpire... 

Steve Kenyon, Lord & Thomas executive, is almost ready to for- 
get the riding accident he suffered two months ago when his horse 
took a header. The horse was unhurt, for which Steve was glad 
because he owns the animal, but the rider has been strapped up in a 
fancy corset and still had an arm in a sling when last seen.. . 


A. E. Barit, president, Hudson Motor Car Company, talked to 
simultaneous dealer meetings about the country by telephone hook-up 
to celebrate Hudson’s 30th birthday. .. Herman Brooks, head of Coty, 
Inc., is chairman of United Jewish Appeal for Refugees. . . 


Alden Donham, mgr. of copy, T. J. Maloney agency, intends to 
forsake bachelorhood. . . F. H. Birch, president, Criterion Advertising 
Company, is recuperating from a serious illness. . . Hallock Harmon, 
Kenyon & Eckhardt art dept., has coaxed an affirmative answer out 
of a Dobbs Ferry miss. . . 


BROADCASTING CHIEFS TALK IT OVER 


if 


WUT | | ri i 


NBC president, enjoys an informal chat with Sidney N. 
Strotz, newly appease NBC central division manager, in renee 


Lenox R. Lohr (right), 


Walter Geoghegan, of Calkins & Holden, has been re-elected 
president of the Art Directors Club. Other officers are Lester Beall, 
lst v.p.; Gordon Aymar, Compton Advertising, 2nd v.p.; Hubert F. 
Townsend, Sherman K. Ellis & Co., secretary, and Park Berry, Bu- 
chanan & Co., treasurer. . . 


In marked contrast to the Ad Club, members of the Sales Execu- 
tives Club don’t just accept candidates named by the nominating com- 
mittee for office. As the result of 82 petitions from SEC members, 
I. S. (Stick) Randall, Eastern s.m., Transcontinental & Western Air, 
has been added as a candidate for vice-president, opposing W. K. 
Rishel, Eastern s.m., Morton Mfg. Company. Three others have been 
added as nominees for directorships. . . 

Samuel W. Meek, v.p., J. Walter 
from a trip abroad with Lieut. Col. J. N. Horlick, of Horlicks, Ltd., 
England, a client of the agency. . . E. C. Sommerlad, one of Australia’s 
most prominent agency men as managing director of Gotham Pty., of 
Sydney, is spending six weeks in this country and Canada... 

John A. Cairns, of Winternitz & Cairns, has acquired a new home 
at Short Hills, N. J... Robert C. Conahay, president, Robert St. Clair 
agency, has leased an apartment on Park avenue... 


Convention notes: A well known Cleveland printing firm staged 
a contest for members of the Advertising Affiliation, and Bob Bande- 
low, of the Caxton Company, a competitor of the sponsor, gleefully 
pocketed first prize of $20. . .*C. L. Whittier, of Young & Rubicam, 
wrote the script for “Gone with the Wind,” dramatic interlude pro- 
vided by the Cleveland Advertising Club Kambians. . . 


C. M. Elliott, of Hamilton, Ont., Affiliation president, forgot mo- 
mentarily where he was and addressed Mayor Burton, of Cleveland, 
as “Your Worship.” . . Stanley Knisely, advertising director of Repub- 
lic Steel Corporation, made it possible for the ladies attending the 
convention to learn a few new facts about life via a trip through the 
company’s new $20,000,000 strip mill near Cleveland. . 


Louis Blake Duff, publisher and humorist of Welland, Ont., who 
addressed the annual banquet of the Affiliation, said that after learn- 
ing from the advertisements all of the hazards of communing with his 
fellow men and women, he has decided to become a hermit. . . Paul 
Teas, the Cleveland industrial agency head, attended the wedding of 
his son in February and must do likewise in the immediate future in 
behalf of his daughter. . . 


Henry C. Mulberger, v.p. of Rickerd, Mulberger & Hicks, Mil- 
waukee agency, did his good deed May 6 when he rescued three lads 
aboard his sea plane after their 12-foot catboat had capsized in Lake 
Michigan just inside the breakwater at Milwaukee. They had been 
in the water for ten minutes clinging to their overturned boat when 
Mr. Mulberger spotted them as he was descending for a landing. . . 

Ken Curtis, of WEEI, Boston, is the envy of all golfers. He made 
a hole-in-one at Cedar Glen Country Club, Saugus, Mass. . . Walk- 
Over salesmen presented a chest of silver and a pair of binoculars to 
George H. Leach, v.p. of Geo. E. Keith Company, Brockton, Mass., 
and Mrs. Leach on the occasion of their 29th wedding anniversary. 
The Leachs lost many possessions when that September gale swept 
their summer home. . 

Rus Grey, Sr., rounding out his 38th year with Richard A. Foley 
Advertising Agency, Philadelphia, achieved his life long ambition 
when he became an announcer on WFIL’s “It’s Restaurant Time.” 
Affectionately knows as “pop,” Mr. Grey is now handling production 
and all commercials on that nightly musical sponsored by Mrs. Smith’s 
, ae 

Clara H. Zillessen, a.m., Philadelphia Electric Company, 
brated her 25th anniversary with the utility company last week. Last 
year she received the Josephine Snapp award, presented annually by 
the Women’s Advertising Club of Chicago to the outstanding woman 
in advertising 


Thompson Company, returned 


cele- 


‘Sales Gain Brings 
Larger Budget for 
Holland Furnace 


New York, May 10.—Following a 
28 per cent gain in sales volum: 
during the first four months of this 
year, the advertising budget of Hol- 
land Furnace Company, Holland, 
Mich., has been increased 10 pe; 
cent with a $250,000 campaign 
scheduled to begin this month. 

These facts were revealed at a 
sales meeting here last week by 
Albert B. Racht, division manager, 
who attributed recent gains to sub- 
stantial price reductions on the 
entire Holland line of heating and 
air conditioning equipment. 

Newspapers, magazines, farm pa- 
pers, business papers and direct 
mail will be media employed. About 
60 per cent of the appropriation wil] 
be spent in 450 newspapers. Space 
will range up to full pages. Ruth- 
rauff & Ryan, Chicago, is in charge. 

The company will also sponsor a 
network broadcast May 13 of the 
Tulip Festival at Holland. This wil] 
be the third consecutive year that 
the company has sponsored the 
broadcast. Seventy-five stations of 
Columbia EBroadcasting System wil] 
be used. 


Chicago Office Expands 

The Chicago office of Radio Ad- 
vertising Corporation has moved to 
larger quarters in the Wrigley bldg 
The telephone number is Whitehal] 
4262. 


Exhibit Advertising Art 
The 18th annual exhibition of ad- 
vertising art, selected by the Art 
Directors Club of New York, will be 
on exhibit at the Lakeside Press 
Galleries, Chicago, until May 19. 


Opens Uptown Offices 
George Djamgaroff, New York 
advertising counsel, has opened up- 
town executive offices in the Inter- 
national bldg., Rockefeller Center. 


IF BUSINESS KEEPS 
YOU AWAY FROM HOME: 


 MERE'S 


TRAVEL NEWS 


DO YOU KNOW --You can now com- 


mute New York to Chicago—-without 
spending a single night away from 
home! TWA offers eight flights a day 
each way —whenever you want to go! 

A New Yorker can board TWA’s “Sun 
Pacer’’ 8:30 a.m. (E. S. T.)—be in 
Chicago 12:35 noon (C. S. T.)!t He'll 
spend a full afternoon there—fly TWA 
back home by bedtime! One way . $44.95 

Think of it! Even a coast-to-coast 
trip takes only overnight — via TWA's 
famous “Sky Chief."" Youffly(the 
shortest, fastest transcontinental air 
route! Fare.. $149.95 


10% discount on round trips! 


PHONE YOUR TRAVEL AGENT or TRANSCON- 
TINENTAL & WESTERN AIR. INC., for details on fast 
service io 140 major cities. 


Transcontinental & Western Air, Inc. A5 
Kansas City, Mo. 

Tell me how TWA helps me plan 14 full days 
of my 2-week vacation in the places I wast 
to visit—with.no days out for travel! 

Send FREE BOOKLET on TWA service t° 
both Fairs via Boulder Dam, Grand 
Canyon, with stopovers! 


—— ee ee ee ee ee ny 


SHORTEST, FASTEST 
COAST-70-COAST 
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ANA and Four A's 
Hear Kudner Extol 
Copy Evaluation 


(Continued from Page 1) 


any modern measurement of adver- 
The approach 
to such appraisals, he said, must be 
made in the realization that their 


tising effectiveness. 


effective use is not easy. 


“Easy or not, the promise of them 
is rich,’ Mr. Kudner asserted, add- 
ing that he hoped that modern sys- 


is only vaguely understood, easily 
misrepresented.” Mr. Kinney at- 
tributed the exaggerated estimates 
of the costs of advertising to the 
conspicuousness of its role as a sales 
force. On the average, he said, less 
than two cents out of the consum- 
er’s dollar is spent on advertising 
and sales promotion. 


Lauds Self-Regulation 


Congressman Barton emphasized 
that advertising today is more 
truthful, more believable, and freer 
from serious objection than at any 
time since organized advertising 
began. Discussing both of his 
major interests, advertising and 
politics, the agency president lauded 
the advertising profession’s labors 


to lift its standards and police its 
own ranks. 

“We have been conscious that 
the welfare of all.of us could be 
jeopardized by the mistakes and 
improper activities of the few,” he 
said. “We have tried to weed out 
the undesirable. We have been 
much more conscious even than our 
critics that false, unwholesome, or 
exaggerated advertising is a menace 
to our whole business structure. 

“For this purposeful effort at 
self-reform and self-improvement, 
for the earnest desire that we might 
be a step ahead of public opinion 
instead of several steps behind, I 
think we may properly congratulate 
ourselves and the press and radio 
of the country.” 


Mr. Barton also praised advertis- 
ing for not making the mistake of 
the Stock Exchange and other in- 
dustries in stubbornly opposing 
every effort at regulatory improve- 
ment on the part of the govern- 
ment. Advertising men, he said, 
welcomed rather than opposed the 
Wheeler-Lea bill, and cooperated 
with House and Senate committees 
tc insure a sound and workable law. 

The Congressman asserted that 
“every business institution in the 
future will be judged by a double 
standard.” Besides making a profit, 
he pointed out, each must justify 
its existence by its record of service 
to the community and nation. 

The top business executive of the 
future, according to Representative 


Barton, “will be the man who knows 
people, likes people, and thinks day 
and night in terms of better public 
relations.” 


Joins Gerth-Knollin 

Ray Mount Rogers, formerly 
copywriter with Bowman Deute 
Cummings, San Francisco, has 
joined the creative staff of Gerth- 
Knollin Advertising Agency, San 
Francisce. 


Hamer Issues Portolio 


“How to Meet the Labeling & 
Packaging Requirements of the 
New Federal Food, Drug & Cos- 
metic Act,” a portfolio, has been 
published by Hamer Publishing 
Company, Plainfield, N. J. 


tems of measurement would not 
only better advertising generally 
but also help the client understand 
why he should follow the advice of 
} his agency. 
A similarly cheerful view of ad- 
: vertising’s future was expressed by 
Mr. Kinney in his address. He de- 
clared that “advertising has yet to 
pass its period of greatest develop- 
> ment or widest opportunity.” 
; “The media and the techniques it 
employs,” he said, “are more and 
more powerful and reach more and 
more people. We will see advertis- 
ing increasingly employed by for- 
ward-looking management to tell of 
improved values and services. We 
will see advertising increasingly de- 
- velop the power and capacity to sell 
» — > more effectively.” 


l Warns of Social Trends 


Mr. Kinney warned of social and 
economic trends which are “of 
great import to American manu- 
facturers as well as political and 
social students and which may 
cause many an advertising man to 
' adjust his sights.” In this category, 

he mentioned the slow population 

growth, a higher birth rate in rural 
/ communities than in urban areas, 
k ' and ihe shift in preponderant age 
= levels which is steadily increasing 
ia the average age. 

Referring to consumer agitation 
against advertising, the agency ex- 
ecutive asserted that if consumers 
did not pay the low cost of adver- 
tising, they would have to pay the 
high cost of selling without adver- 
tising. 

Declaring that “self-appointed 
‘ leaders of consumers seek to preju- 

dice the public against advertis- 
: ing with the charge that the con- 
sumer pays the cost,” Mr. Kinney 
urged agency men to explain to the 
} public that America’s high standard 
' of living is based on modern mass 
distribution and selling methods as 
well as mass production. 

“Modern advertising and distri- 
bution methods have amply justi- 
fied their ability to sell an increas- 
ing volume of goods at decreasing 
costs per unit,” he said, “yet little 
has been done to develop credit 
from the consumer who directly 
benefits. The public has very little 
oe of the role of distri- becomes a friendly suggestion from a neighbor. That type of advertising brings immediate action. Further- 

“Public attention has been fo- 
cused on the parts played by in- more, with their 30 primary stations in the 30 primary markets on the Pacific Coast, DON LEE reaches lots 
ventors, engineers and industrialists. 
The contribution of the distributor 


You folks certainly have got a swell climate, that’s why I always spend my vacations out here . . . and I owe it 


all to DON LEE. Why? Because 9 out of every 10 radio homes-on the Pacific Coast are within 25 miles of a 


DON LEE station, which means my advertising message is released locally on the entire Pacific Coast and 


of communities which are practically isolated from any other radio broadcasting due to the uncertainty of 


long range reception, In the summer for instance, we found long range reception becomes virtually impos- 
sible as in the case of Eureka, a $17,000,000 market. Surveys taken there showed 100% exclusive audience for 
DON LEE during the summer. DON LEE is the only network that can guarantee complete Pacific Coast coverage 


... All this means more sales, and more money, so that I can spend nice long vacations outhere lying on my back 


in the sun enjoying your wonderful climate and your marvelous scenery . . . Yessir, I owe it all to DON LEE. 


\ Lik 


we CZ Back Issues 


® Complete coverage 
of current and back 
issues of trade papers 
and general magazines 


1076 West Seventh Street, Los Angeles, California 
Thomas 5S. Lee, Pres.; Lewis Allen Weiss, Vice-Pres. and Gen. Mgr. 


“Using Affiliated with Mutual... Represented by Blair 
°r editorial and adver- Trade Paper | - » - . 
icing matedals ” Cppinge i MUTUAL BROADCASTING SYSTEM 


THE NATION’S GREATEST REGIONAL NETWORK 


BACON’S 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 
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+" Billingsley Named |*#2"z: “ent! Council by Ken- MAY ADVERTISING LINAGE IN NATIONAL MAGAZINES 
ce g y nett W. Hinks, vice-president, J. 1939 1988 1929 1938— 
i <— =e, ' See a’ fee ~ 
Di, Q dq Ch . Walter Thompson Company; and Pages Lines Pages Lines Pages Lines Pages Lines 
“= oar airman Pacific Council by August J. Bruhn,| spanpanp Woman's Home Companion. 71.4 48,546 77.9 52,962 
‘ manager, McCann-Erickson. American Mercury ......... 14.0 2,744 14.3 3,807 | Woman's World ...........- 8.7 5,937 10.7 7,283 
of Four A S lk a Atlantic Monthly ..........- 32.1 7,642 35.5 8,442 — SS a Sa 
ie 1 » Current History ...... 11.3 2,542 12.3 2,755 eee ee eee 477,190 475,409 
ie (Picture on Page 1) | ] :§ ] PN sJtbeudhasse ris ¢iases 9.1 3,887 8.7 3,728 : 
> 3 New York, May 11.—Allen L ta ian rave Harpers Magazine .......... 34.5 8,202 40.2 9,569 pes rome 
Ane ted Aaa : 7 ° —-- Fawcett Women’s Group— 
eacomnageal president of Agen & Copy to Continue Total Group ...........- 25,017 27,301} Hollywood ...... pidaasans $0.0 12,611 31.4 18,203 
Smith & Ross, was named chair-| , » » Motion Picture ......--... 31. ‘ 31. 174 
man of the board of the American A M d GENERAL Movie Story ..... ceaceues 31.4 13,201 32.6 13,705 
eerEre taint : in merican edala *Ace Fiction Group......... 12.9 2,685 16.8 3,982) Romantic Magazine ...... 26.2 11,004 26.5 11,123 
Association of Advertising Agencies (Continued from Page 1) NE eid oes sudan 53.4 22,935 62.6 26,842| Screen Book ............. 30.7 12,913 31.3 13.159 
at the Four A’s 22nd annual con- nen American Boy .........++.-: 14.3 9,723 15.2 10,364] ‘True Confessions ......... 30.3 12,724 28.1 11,81; 
vention here today. He succeeds | advertising abroad. A circular Was|eamerican Forests ......... 8.3 3,500 16.5 6,930 | Macfadden Women’s Group— “ee 
Gilbert Kinney, vice-president of | sent to Italian advertising agencies] American Home (National). 69.3 43,820 58.8 37,147 True Love & Romance.... 33.2 yer oe 16,688 
J. Walter Thompson Company. abroad who place publicity in for- poaeiean soos (Sp. Edit.). 22 — 7 met Movie eevee (ieetanevbees yp a vaee —. rie? 7 
‘ ee « - nish ent merican ME ocauesauses 3. ® i ,176| Radio Mirror ...........-:- 31. 4 : 95 
John Benson, who was elected to eign magazines" and periodicals to aaa & Guecentions.......... 13.1 8/285 3.9 2478 Truc Maxperience ......... 34.3 14.717 38.4 16.479 
a four-year term as president in| discontinue until the international |agiqg .............cccceeeeee 3. 1,433 4.6 1,972 True Romance .......--.-. 34.4 14,747 39.7 17,051 
1936, will continue in office. William | situation has become steadier.” Better Homes & Gardens.... 64.5 40,775 44.3 28,000| Modern Magazines Group— “se teh OA al 
Reydel, vice-president, Newell-Em- Ulrich Calvosa, advertising man-|*Big Seven Group........... 10.0 2,240 9.3 2,072 a ee er re ¥ et ae op 
mett Company, was elected vice-| ager of the Italian Line, told Ap-| Boys’ Life ..............+... 17.4 11,688 en a ected a Tse se : , ? 
president of the association; Guy C.| VERTISING AGE that steamship ad-j| Child Life .................- i pot Rr pg ths treme ieee ie 24.7 10,592 22.8 9,300 
Smith, executive  vice-president,| vertising by his company will be tno gy eee ae ae a oe ~eptennennes 23.2 9961 22.9 9'842 
Brooke, Smith & French, secretary; | continued on schedule. He asserted| Gountry Life & The eiet Ginn 300.004 211,254 
and E. D. Hill, vice-president,| that no order had been received] sportsman ............... 48.6 32,679 61.6 41,423 Pe arevensee net 
McCann-Erickson, re-elected treas-|from Italy ordering a discontinu-| piks ..................-00-. 4.8 2,077 7.3 3,138 OUTDOOR 
urer. Frederic R. Gamble will |ance. nbd egy Rl 98.3 66,041 83.1 55,118! american Rifleman ......... 29.0 12441 29.5 12,663 
cutiv , . Esquire (Sp. Edit.).........- ; ' od tS | Field & Stream... 605600000 51.2 21,977 48.7 0,909 
continue as executive secretary. We ndell P. Colton Company, the *Extension Magazine ....... 7.7 5,273 9.8 6,758 | us Wishfiaee ............ 173 7.426 15.0 6.456 
New Board Members agency in charge, declared that) poitune ......csceseeccecces 93.5 59,092 95.9 60,593| Hunting & Fishing......... 26.2 11,244 26.0 11,135 
iis caer satiate Gh Cea ceetn |e Te eR RIGO ici cece ccsnsesesseceeens 12.4 5,341 18.6  7,999|National Sportsman ........ 25.6 10,997 27.8 11,908 
bh : i Italian Line’s regular year-round | «grade Teacher ..........-. 24.5 10,348 26.2 11,549 | Outdoors .......ceeeeceeeces 8.9 3,838 19.3 8,292 
utive board were elected for three- | ... azine ; " BS RE ATR 45.5 19,514 46.3 19,859 
ice. | Schedule of magazine and newspa-| House & Garden 58.9 37,220 60.4 38,199 | Outdoor L 
year terms: F. R. Feland, vice-|,.. . hod : “e 5+ jl a all tate esti a ‘oo. | Outdoorsman (Hunter- 
ident, Batt Bart D ti per advertising. A score of W0-| House Beautiful ............ 94.8 59,896 72.8 46,005 Traker-Traweet) .....0.. 29.9 9,841 17.1 7,330 
e- wt “cae . ities —_ or men’s, general, and travel maga-|tnstructor .................: 23.6 16,117 23.1 15,8382| sports Afleld ............... 36.6 15,714 39.3 16,880 
a. oo taney; ane | zines, and 29 newspapers in major | wechanics Illustrated ...... 34.6 7,745 389.8 8,922 — Sa 118 as 
Chester J. LaRoche, president, | cities from New York to San Fran-|*Moose Magazine ........... 8.0 3432 5.3 2,288 Total Group ............ 112,992 115,423 
Young & Rubicam. Six other mem- | ¢icoo are on the list. *Motor Boating ..........-. me ee Oe eT aes ome 
bers-at-large of the board continue Italian Tourist Information Office, | National Geographic ....... 46.5 11,074 41.5 9,874 a 4 nd . as aes rT oot 
in office. hs ailinneiiead | Nation’s Business .......... 42.9 18,405 54.3 23,308] Comfort .......--+ee-ee renee oe’ 4 ry 
, wident G which places advertising for a|sNature Magazine .......... 7.9 3,375 8.0 3,415] Good Stories ............... 28 1,936 3.8 2,594 BM 
B. B. Geyer, president, Geyer,| number of Italian resorts, also in- hides Cine Qa: tian ‘ae 5469 14.6 6. 2 9 | Home Circle .........++.005 8.5 2446 3.4 2,405 
Cornell ee eee Pe to dicated that promotional activities een as euaheeine sie 7.6 wi ghana 24 5 aes Mothers Home Life......... 3.9 2,709 5.4 3,761 
ss 2c =) or oO “il on par’ . 5 » a ia YSI1Ccé D> sesvetesoes i. §,909 e 0,00 } ——o on 
a an ten 4 "' a ‘ote Yo i] are being continued. L. C. Pala- Popular Mechanics ......... 77.3 17,315 83.9 18,802 | Total Group ......-...--. 10,256 11.961 
— je were. New sngan ouncl! | dini, in charge of advertising, said|*Popular Publications ...... 8.9 2,002 11.1 2,490 
a will be represented by Ernest V.| that no order to stop had been re-| Popular Science ............ 69.1 15,488 66.7 14,938! WrREKLIES & SEMI-MONTHLIES 
Alley, partner, Alley & Richards, | ,,;,, ani ‘ DEL ccadeusdsnsks05006 53.9 23,118 43.5 18,671|*The American Weekly..... 38.0 72,403 33.4 63,589 
who was re-elected; Atlantic Coun- ee See eee eee eee <igie = ¢94| Business Week ............. 129.8 a55,675 140.3 a60,203 
j Cc insertion in the June issue of Town | Scientific American ......... —-— —_— = | DN cat céunqnueedeonens 211.7 a143,951 197.6 a134,357 
cil by Charles H. Eyles, president, | ¢ Country are now being corrected, | Scribner's ...--.--0+-+++00+ 20.1 8,644 18.3 4} gga 712.4 at26.730 ... .. 
i ertisi Ae : SUD. s9cttbenesonste rene CS Ge BR Ee Be tak eh ieee scons cescess ' ' oc: ie 
Richard A. Foley Advertising and that the ad will appear as —.. PE re arr are 25.9 17,43 43.0 went oo Circle -senseesouseond poy oars 4 wry 4 
EE So kere _ —eee = 1 eche : La ‘ 2 ¢ 2 Ono e 2576 Pe éaetdeesesedeeneenwes 26.5 ” . 5,08 
ah Cre. ee eee wemenenes te gee BOe «CE cc occ cgecstuadescces 43.2 al8,138 34.5 14,470) 9 
—— — a — NE KAS eas eee esscevavanes 34.8 14,932 33.1 14,192 ee on ecevessia 38.7 16.585 113.3 48.620 
. , 7 °TRAMIing Group ..cccseres 16.8 3,752 19.1 4,275 «see alla einen tee 83.2 a35,703 63.4 a27,214 
WANTED: Sonnet S ae Rogers Joins Farnsworth Town & Country............ a ee Re °° | lala aad accede 151.9 $103,310 92.8 59/041 
a ee ee ee J. P. Rogers has resigned as vice-| Travel ..................05: te we os 16.3 11114 35.0 23,806 
tures interest—gets your message read— : . . a a pp te oa Scan LOOM soc.enenes , 
produces results. ideal for co-operative president of Crosley Corporation, | True Detective ............. 9.3 3,987 Bd pte a SOE so cascatenenans 270.3 a115,964 244.3 a104,808 
dealer campaigns. No production or hand- ||| Cincinnati, to join Farnsworth *Yachting .....6.e esse eeeees ‘8.1 49,375 6.6 17,504 | wewsweek .....sccccceccees 74.8 32,080 44.1 18,928 
ling problems. FOTO NEWS, $5 West 42nd ||| Television & Radio Corporation, . | — acaaat ———  So0 39] | “New York Times Magazine. 26.1 27,202 36.1 37,608 
St., New York: Longacre §-1777. ‘|| Marion, Ind., as vice-president and SOA GLOUP oscecreserss ae © TPH aeccesesecccererceseesecs By: ene 92 6.239 
‘|| treasurer. , _ ; _ ee CED .ccasscreversst a8,72 ,232 
; WOMEN'S NAGASINES Saturday Evening Post.....328.3 a223,227 281.4 a191,38% 
——— ——— == = = ————---— Good Housekeeping ........ 518.3 60,186 1165 40,058) ce cote, 4s........... 166 7132 19.5 8.384 
Ng eS YY eee 105.7 71,050 104.1 69,922 | NE es cae ni vies cue RMON 29.4 912,610 27.3 17,282 
CY Cnet dishdetenees 19.3 14,562 186 14,037/ mio weer 2! 28.0 a28791 22.0 22,673) mm 
Home Arts Needlecraft...... 3.2 2,195 2 eg cecateedat 235.5 101,018 223.2 95,745 
FROUSOROIG .ccccccsevessases 19.9 13,548 18.9 12,879 U.S New Reem 16.0 33.368 5.0 31,317 
Junior League ............. See See Gee re Senter ese tesees ee ae lees 
Ladies’ Home Journal....... 58.6 39,821 66.9 45,502 Mei cs cacccics ... 1,068,706 997,800 | 
Mademoiselle ............-+: 53.7 23,028 16.4 7,056 SOE SOCEP 
PN i ibesskagasidescnds 65.7 44,692 66.0  44,897|———— 
Parents’ (National) ........ 42.0 18,022 38.9 16,687 *Figures provided by publisher. 
Parents’ (Spec. Edit.)....... 4.6 1,963 4.9 2,118 tNot included in total. 
PE etéetedbesecésaees 25.1 17,057 24.5 16,661 §Page size changed from 636 to 680 
POGCUEO FIAT cecccrececcese 13.1 5,622 10.0 4,290 ‘Now 429 lines to page. 
ME MOET os dtkeerenesaedas 55.6 23,864 53.3 22,884 aFive issues. 
MED uhéent keseecsretwecaeae 140.6 88,891 149.5 94,511 bFour issues 1939; two in 1938. 
Magazine Linage : 
.. Shows Decline A NEW DARTNELL SUMMER SALES CAMPAIGN 
er £0 19 for M TO HELP YOU INCREASE SALES THIS SUMMER 
el : . 0 . ° or ay BOB WHITE, SALES MANAGER FOR ECKERSON FRUIT CANNERS, INC., RE- 
New York, May 12.—Linage in PORTS AN INCREASE OF 157% OVER LAST YEAR’S SUMMER SALES THROUGH 
s May issues of national magazines USING THE 1938 DARTNELL nny pam aa” DARTNELL 4 4 
totaled 1,639,900 as compared with VELOPED A BRAND NEW SUMM RIVE - THEME: “LET 
» ” P a FISHING FOR MORE BUSINESS.”’ IF YOU SELL THROUGH SALESMEN OR 
1,641,732 for the month last year, D - TODAY FOR F DETAILS TO: 
Publishers’ Information Bureau re- ss 
7 ed today. is i i 
ms bat O1 per cent and the best come|| THE CONTEST DEPARTMENT a savaneronn at 
- parative showing made by the mag- THE DARTNELL CORPORATION CHICAGO, ILLINOIS 
pe PRS azines this year. 
Weekly and semi-monthly mag- — —— 
azines, in reporting April linage, | 
e continued the gains scored in two \ 
9 previous months with an increase 
Over a million people in the fertile Red River Valley |° °° per cent. The current total FREE IDE A IN | i 
—_—_—— : was 1,068,706 as compared with 
anus look to WDAY as their very best source of radio news, | 997,800 in 1938. 
, : General magazines were one of 
en me d buying information Because 
¢ fa tertain nt an in ati . Why? e the two groups among those re- 
a WDAY is the only station that’s heard throughout the) porting May linage to show an in- 
=e a crease over 1938 volume. These 7 i 2 i 
" entire Valley—the only chain station for 190 miles in publications reported 813,487 lines New portfolio just released by Rapid 
any direction from Fargo! A swell medium for any |@s compared with 800,391 last year, Copy offers money-saving information 
“=|an increase of 1.6 per cent. y,out savings through PLANO- 
advertiser with something to sell! Women’s magazines carried 477,190 = . 6 e . 
= —_— , , GRAPHY, the modern way to cut print- 
; lines, a gain of 0.4 per cent over : , 
- the 1938 total of 475,402. ing costs. 
. INC. . Standard Group Beeps Write or phone for your free copy 
(F3) Standard magazines experienced today! 
i : = a decline of 8.4 per cent, reporting 
= 25,017 lines as compared with 27,- IADISON ST 
at ‘ N. B. fe 301 last year. Women’s group pub- 173 W. ) S 
4 ° * Py + _ -_-- 
poet Affiliated with the Fargo Forum ie reported aaa lines, . Phone STAte 5977 
rop of 4.9 per cent from the 1938 
ae FREE and FARGO total of 211,254. CHICAGO 
= Outdoor magazines carried 112,- 
PETERS, INC. ’ 
: 940 KILOCYCLES 992 lines as compared with 115,- C  - a 
NATIONAL N D $000 WATTS DAY | 403 in 1928, a decline of 2.1 per j 
REPRESENTATIVES * o 1000 WATTS NIGHT cent. Mail order magazines re- a 
ported a total of 10,256 lines, com- ° 
| pared with 11,961 lines in 1938. 
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| new application of neon, but the|to thousands of small metal balls, 
Cudahy Draws Gee Sep eee formerty with News Bulletins first electric news service which is} which fall into a simple mechan- 
: Carson Industries and the Chicago]? visible during daylight. ism which transforms them into let- 
: Support of Small Aaieane epene. ~y been m4 in Neon Make The inventor of the Telesign is ~— gel = 
in advertising and sales pro- ; =| Irving Naxon, head of the Naxon e ielesign s 
; Town Dealers motion manager of Boyer Chemical Chicago Premiere Utilities Corporation. He has|Painted display, which General 
(Picture on Page 1) oper ond Chicago. hi aoe post) Chicago, May 10.—With a dozen|formed the Naxon Telesign Cor- Outdoor expects to sell, with the 
Chicago, May 11.—It is easy to months and the ‘appointment of Mr.|@xecutives of Chicago agencies | poration to market his new device. ontine, % he ¢ in "tale ine 
2 [| get the small town dealer to use| Lawrence is viewed as indicating | looking on, the world premiere of The news bulletins are written on a ma tg A a the anak Yaiie. 
* [> copy provided by the factory when | an increase in the company’s adver-|the Naxon Telesign, giving news specially built typewriter in perfor-| |; rhe service will be extended 
: , it is realistic enough to coincide | tising activities, now confined to di-| flashes in neon, was held at State|ated letters and inserted into a in athe cities Os 
> |. with his own knowledge of the rect mail. and Randolph streets here yester-| transmitter. They are flashed on the , 
1 farm field which is his principal ssanecaancanaaaaaal day. Sponsored by General Out-| board simultaneously in four-foot “ees 
. market. This reflection today came | Ross Shifts Unks door Advertising Company and | red letters. Bay 40 new patents} Rattner In New Post 
from M. F. O’Shea, sales promotion operated from the news rooms of the | are embraced in the new Telesign, 
i manager of the Cudahy Packing Aleny hey - a een pees Chicago Daily Times, the Telesign|an electric eye translating the pa- PE cay = A. oo gy By A 
19 Company, following completion of| Service, Inc. Formerly assistant| Will keep loop crowds apprised of} per tape into impulses carried by| york, has been appointed advertis- 
i a campaign in state farm papers| manager of the Philadelphia office,| the latest news from 10 a. m. to} telephone wires to the loop corner.| ing manager of Long Island Out- 
- for Cudahy’s All-Purpose Mineral | he succeeds Kenneth Davis. midnight. It represents not only a| There the impulses are transmitted | fitting Company, Brooklyn, N. Y. 
‘ Feed. 
4 Cudahy pays no part of dealers’ 
% — ) newspaper advertising, though it 
a provides mats. In many cases, 
54 dealers liked the Cudahy “Barn- 
yard Interviews” so well that they 


simply added their own signatures 
to the copy and handed it to the 
newspaper. This copy was in- 
variably that which was appearing 
simultaneously in the farm papers. 
The same copy was also provided 
in enlarged form for display pur- 
poses in dealers’ establishments. 


Sales Story Repeated 


The series was repeated again in 
a booklet offered in each advertise- 
ment, so that the farmer who sent 
094 the coupon would not only assimi- 
| late some fresh information about 
the virtues of Cudahy’s All-Purpose 
Mineral Feed, but have his memory 
jogged on some of the impressions 
589 he had already received. 
In spite of its generally cheerful 
357 atmosphere, the campaign was 
notable for accuracy of its state- 
ments. Claims that minerals are a 
} panacea were avoided in favor of 
such facts as “These losses when 
due to a lack of mineral elements 
are overcome by feeding Cudahy’s 
All Purpose Minerals.” In many in- 
928 | stances, a definite warning against 
| expecting the product to banish dis- 
eases due to germs was included. 
» S. F. Geasey, of Campbell-San- 
| ford Advertising Company, Chicago, 
) is the account executive. Papers 
used during the campaign were 
Daily Drovers Telegram, Daily 
Journal-Stockman, Hereford Jour- 
nal, Kansas Farmer, Missouri Ru- 
ralist, National Grange Monthly, 
Nebraska Farmer, Rural Gravure, 
The Farmer, Wallaces’ Farmer and 
Iowa Homestead, Western Farm 
Life and Wisconsin Agriculturist 
and Farmer. 


2 
we 
Ate 


Curtis Advances 
Davis, Newman 


. 
; J. E. Davis has been appointed 
Chicago manager of The Saturday 
Evening Post, succeeding J. C. Elliff, 
, who said he will announce new 
H plans in the immediate future. 
: _B. E. Newman has been appointed 
*) Chicago manager of The Ladies’ 
R Home Journal, succeeding S. R. 
Pentield, recently appointed West- 
ern manager of Curtis publications. 


Gets Three Accounts 


Ford, Browne & Mathews, Chi- 
cago, has been appointed to handle 
i newspaper, magazine and direct 
mail campaign for Swain Nelson 
& Sons Company, Glenview, IIL, 
hursery; farm paper, magazine and 
direct mail drive for Jacques Seed 
~ompany, Prescott, Wis.; and busi- 
hess paper and direct mail cam- 
paign for Illinois Seating Corpora- 
ton, Chicago. 


THAT FIRST STEP<—IT’S A HARD ONE! 


—but what a satisfaction when everything “slides into gear’ and confidence 
replaces uncertainty in all future moves! Most of us seem constantly being 
confronted with ‘first steps’ —many of them prompted by the desire for | 
improvement, for growth or for getting a little more for our money. Several 
new customers of Rogers Engraving Company were asked if they had 
specific reasons for coming to Rogers. One said, “If big advertisers get 
what they want—I guess | can too.” Another said his printer always blamed 
the engravings for an unsatisfactory job. An artist told one buyer that 


Three Appoint Stevens 


-d Rogers were “tops” in true color reproduction and an agency production 
n Jewell F. Stevens Company, Chi- H idn’ i i i 
. aio, has been appointed to Man di manager said he didn’t have time to repeat instructions nor worry about a 
née ace t tel, . . . . . ° ° 
it: Grand Beach, Mich.; Boulevard job all the time it was in production. Many users of engravings now enjoy 
~trors, Chicago, and Northtown , . - 
sass Company, Chicago. Don_L. satisfactory relationships. Others—and you may be one of them—are 
y |B sency has resigned the account of ba . " , 
‘i ng Mites taier Comeenr. considering that “first step.”’ If you feel any uncertainty, talk to a Rogers 
a tomer—or ask your secretary to call the number given below. 
t. Transcript” Names Eddy customer—or ask you y given below 


_C. H. Eddy Company has been 
‘Ppointed national advertising rep- 
“sentative of the Boston Evening 
‘Tanscript. 


Publication Moves 


, Telephone Engineer has moved 

“om 185 N. Wabash avenue to new 

~arters at 7720 Sheridan Road, 
ago. 


OGERS ENGRAVING COMPANY 


Adolph F. Buechele, President « Master Craftsmen of Photo-Engraving 
2001 CALUMET AVENUE e Phone: CALumet 4137 e¢ CHICAGO, ILLINOIS 
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ADVERTISING AGE 


May 15, 1939 


Grocers Still Chary 
of Full Commitment 


on Fair Trade Laws 


Price Inflexibility Held 
Big Barrier to Wide- 
spread Use 


White Sulphur Springs, W. Va., 
May 9.—Fair trade experiments 
conducted by a minority of grocery 
manufacturers during the past year 
have yet to produce results suffi- 
cient to arouse widespread enthusi- 
asm among other industry members, 
it was indicated today as the Asso- 
ciated Grocery Manufacturers of 
America closed its convention here. 

Still a number one topic, fair 
trade occupied much of the discus- 
sion during closed sessions of the 
conference. Also studied by the 
AGMA were the effects of the Pa- 
rade of Progress, new methods of 
distribution and an up-to-date an- 
alysis of the Robinson-Patman act. 

One of the chief psychological 
barriers confronting those manu- 
facturers who might otherwise be 
enthused over use of fair trade con- 
tracts is the degree of success re- 
ported by those who have not yet 
adopted fair trade. Most of the fair 
trade experiments in the grocery 
field have been conducted in Ohio 
during the past 11 months. Coffee, 
cereal, soap and some specialties 
were sold under price contracts. 
Manufacturers making these ex- 
periments have as yet refrained 
from any specific pronouncement as 
to their success or failure. 

Opponents of fair trade contracts 
also pointed out that use of them 


MOTION-DISPLAYS 
DEMONSTRATORS 


We develop the ideas, produce working 
dummies end all Mechanical Parts for 
lLithographed Motion Displays. We also 
specialize in Mechanical Demonstrators to 
show the public how your products work. 
Write immediately for literature and prices! 


THE AMERICAN DISPLAY COMPANY 


c 


hampers the flexibility of the manu- 
facturer’s merchandising program. 
Price changes, they asserted, cannot 
be effected in less than five days. 


“Parade” Called Success 


Carl Kulberg, Crowell Publishing 
Company, presented a full report on 
the wealth of promotion which pub- 
lishers, manufacturers, networks 
and other agencies had offered to 
make the Parade of Progress a 
success pictured as “the greatest 
merchandising and _ educational 
event ever carried on by any in- 
dustry.” 


Court Nullities Jury 
Award Against 
McCann-Erickson 


(Continued from Page 1) 


found, did not embody the plain- 
tiff’s idea. Testimony showed that 
the problem of Axton-Fisher was 
to build up distribution for a cigar- 
ette selling for ten cents a pack- 
age and not to provide an easy ex- 
cuse for cigarette smoking, such as 
Miss Sollow’s idea suggested. 

Judge Byers denied that the 
plaintiff was entitled to any com- 
pensation even if the agency had 
submitted her idea to Axton-Fisher, 
so long as the client did not find 
the idea acceptable. “The obligation 
of the defendant to pay the plain- 
tiff would arise only if she made an 
affirmative contribution to the de- 
fendant’s negotiation of an adver- 
tising contract to be secured by it 
from a manufacturer,” the judge 
ruled. 

The court also found Miss Sol- 
low’s case weakened by the fact 
that she made no written request 
for payment from McCann-Erick- 
son after learning the agency had 
secured the account. 


Cutajar Joins Agency 
Charles J. Cutajar has abandoned 
the agency operated under his 
name, formerly known as Cutajar & 
Provost, New York, to join the ex- 
ecutive staff of Cowan & Dengler, 
New York. Cutajar accounts will 
be serviced by that agency in the 


future. 


Watch how 
SALES 


Representatives: NOEE, ROTHENBURG & JANN. Inc. 
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has moved to 
219 FE. 44th street. 
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Index of Retail Activity in 80 Important 
J . 
Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1939, by Advertising Publications, Inc.) 
| - 
+20 t . 
RETAIL ACTIVITY sn 
15 MAJOR MARKETS 
+ compered with last year 
| | Week-by- week 
+10 || Total variation. a 
+ 5 } | year to date 
———_ 
i1}] 
LAST | -—J 
YEAR TT %, —— YW 
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-§ 
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—1§ + 
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* . C— 7 ~~ a —=— + —wr 
JAN. APRIL MAY JUNE JULY 
% Gain % Gain 
18-Week 18-Week 18-Week or Loss or Loss 
Period Period Pericd 1939 1939 Week Week % Gain 
Ended Ended Ended over over Ended Ended or 
City May 8, 1937 May 7,1938 May 6, 1939 1937 1938 May 7,1938 May 6,1939 Loss 
Rs Gh kacbieseeess 5,845,202 4,379,596 3,478,509 —40.5 —20.6 273,441 237,727 —13.] 
Bees, Hi Bec ccccewss 3,511,217 3,022,327 2,903,771 —17.3 —3.9 209,776 191,153 —8,9 
ees Wis 24 cvcev ves 2,450,027 1,862,777 1,921,752 —21.6 +3.2 104,860 92,456 —1138 
BE, GE. vcnesevens 5,491,220 5,228,566 5,868,898 +6.9 +12.2 367,150 399,434 +8.8 
Baltimore, Md. ........ 8,036,532 7,767,057 7,442,166 —7.4 —4.2 515,776 501,349 —2.8 
Birmingham, Ala. 4,457,572 4,415,082 4,464,474 + 0.2 +1.1 294,658 306,558 + 4.6 
3oston, Mass. ........-. 7,264,462 6,691,675 6,725,042 —7.4 +0.5 498,455 473,609 —.0 
Bridgeport, Conn, ..... 3,360,112 3,112,620 3,256,900 —3.1 + 4.6 203,560 226,604 +113 
a Se errr 6,337,646 5,810,476 5,355,854 —15.5 —7.8 392,042 367,528 —6.3 
ee ee eer eT 1,391,092 1,303,419 1,329,044 —4.5 +2.0 79,028 97,217 + 23.6 
Cedar Rapids, Ia. ..... 1,788,234 1,625,218 1,668,448 —6.7 $2.7 104,496 108,794 <4 
Charleston, W. Va. .... 3,905,013 3,927,370 3,509,303 —10.1 —10.7 278,775 219,366 —21 
Chattanooga, Tenn. 2,177,405 2,114,183 2,624,553 + 20.5 + 24.1 124,516 162,100 +30.2 
CHICAGO, TL seccsceces 12,024,400 11,517,156 10,476,401 —12.9 —9.0 873,514 695,870 —20.3 
a es eee 6,216,663 5,543,127 5,582,246 —10.2 +0.7 406,412 378,764 —6.f 
CROVGIORG, Gi oc ciccsscs 7,487,910 6,421,079 5,983,346 20.1 —6.8 380,423 399,338 +5. 
CSG, TD. 2c cccceses 4,993,039 4,445,096 4,665,809 —6.6 +5.0 289,834 275,840 —4,8 
Pe, BOs wsctvanesre 7,575,255 7,437,959 7,332,795 —3.2 —1.4 456,790 446,878 —2.2 
Davenport, TAs sscccveccs 3,505,208 3,394,828 3,245,234 —7.4 —4.4 224,462 256,620 +54 
eo a!” at Serre rrrr eT te 5,467,878 4,639,764 4,673,090 —12.7 +0.7 269,192 320,544 +19.) 
Denver, Colo. .......:- 3,514,825 3,196,834 3,181,095 —95 = =——0.5 230,894 199,717 —135 
Des Moines, Ia. ....... 2,312,115 2,299,627 2,266,079 —2.0 —1.5 145,213 148,024 +19 
| a ee 8,030,280 6,366,697 6,944,824 —13.5 +9.1 420,455 481,650 +146 
me WOOD, TOR. 2sssecaer 3,607,708 3,589,935 3,584,196 —0.7 —0.2 198,100 245,014 + 23.7 
Bees POs. 000s eoesersans 3,065,448 3,179,662 3,281,446 +7.0 +3.2 204,204 223,888 +9.6 
Fall River, Mass. ...... 1,242,006 1,119,457 1,158,917 —6.7 + 3.5 75,797 73,455 —3.] 
eereeerrs 3,083,822 2,494,380 2,873,268 —6.8 +15.2 142,072 205,100 +444 
Fort Wayne, Ind. ..... 4,201,666 3,825,892 3,674,447 —12.6 —4.0 271,614 250,754 —27 
ES, BE. ccoccsassves 2,562,642 1,990,525 1,928,243 —24.8 —3.1 148,009 105,208 —28.9 
trand Ranide Mich.... 3,787,042 3,083,570 3,006,284 —20.6 —2.5 202,776 181,020 —10.7 
Greenville, 8. C. ....... 2,384,417 2,135,839 2,187,756 —6.3 +24 121,244 138,432 +14. 
Ses I neccse ean 5,607,798 5,609,438 5,710,338 +1.8 +1.8 328,248 353,318 +7.6 
Indianapolis, Ind. ..... 6,507,662 5,554,754 5,536,242 —14.9 —0.3 382,250 365,820 —43 
Jacksonville, Fla. ..... 3,162,152 3,100,309 3,170,566 + 0.3 +2.3 258,230 251,454 —2.6 
eeraey City, N. J. cccse 37,717 733,476 747,853 —10.7 + 2.0 59,140 64,131 +84 
Kansas City, Kans. 919,835 923,643 $90,827 —3.2 —3.6 58,429 57,505 —li.é 
Knoxville, Tenn, ...... 3,453,044 3,585,008 3, 691, 980 +6.9 +3.0 229,418 273,294 +191 
Little Rock, Ark. ..... 3,292,926 3,142,098 3,135,496 —4.8 —0.2 217,538 203,308 —6.6 
Los Angeles, Cal. ..... 8,925,942 8,037,241 $727,645 —2.2 + 8.6 510,227 519,476 +18 
fg So) eee 5,397,472 5,036,121 4,964,988 —8.0 —1.4 323,292 311,444 —3 
Lh Me sésniseses 3,413,256 2,793,070 2,887,886 —15.4 +3.4 178,024 192,486 +8.1 
Manchester, N. H. ..... 1,222,422 1,345,588 1,326,926 +85 —1.4 77,426 78,064 +08 
Memphis, Tenn. ....... 4,081,296 3,928,736 4,076,828 —0.1 +3.8 312,046 326,942 +48 
tiMilwaukee, Wis. 6,276,929 5,350,433 4,990,312 —20.5 —6.7 348,078 244,702 —29.' 
Minneapolis, Minn. 5,376,815 4,757,199 4,813,715 —10.5 +1.4 305,674 301,547 —l14 
New Bedford, Mass. ... 1,185,548 1,085,798 1,060,906 —10.5 2.3 76,958 81,676 +6.1 
New Haven, Conn, 3,384,576 3,169,418 3,138,954 —7.3 —1.0 201,488 190,904 —53 
New Orleans, La. ...... 6,989,139 6,468,719 6,727,839 —3.7 +4.0 411,347 435,605 +5.9 
i. gh. 3 i> ree 23,984,108 21,347,270 20,899,952 —12.9 —2.1 1,403,075 1,443,620 +2.9 
SEPOORIFM, NW. Zs secvce 2,533,079 1,868,050 1,444,365 —43.0 —22.7 119,288 85,752 —28.1 
 , i> Sere 3,222,590 3,141,628 3,294,172 + 2.2 +4.9 209,636 243,460 +16. 
ot Es | 2,708,549 2'573, 439 2,670,012 —1.4 +3.8 194,218 178,692 —8.0 
ttOklahoma City, Okla. 4,194,232 4,161,290 3,471,034 —17.3 —16.6 298,286 185,024 —36.9 
pi. Se Serre ce 4,091,353 3,621,808 3,771,154 —7.8 + 4.1 267,438 237,587 —112 
Philadelphia, Pa. ..... 10,897,002 9,199,244 9,750,414 —10.5 +6.0 470,004 612,480 +30.) 
PmeOenmin, AVER. .cecccce 2,570,736 2,850,846 2,598,078 +11 —8.9 161,700 150,430 —7.0 
Pittsburgh, Pa. ....... 9,263,170 7,595,476 7,158,489 —23.7 —5.8 546,714 501,984 —§.! 
Portland, Ore. ........ 4,276,248 3,956,364 4377963 + 2.4 +10.7 250,950 259,462 +34 
Reading, Pa. ......... 3,853,318 3,455,231 3,512,837 —8.8 +1.7 212,128 237,692 +121 
Richmond, Va. .......-. 4,520,852 4,253,424 4,432,204 —2.0 +4.2 284,060 279,118 —1i 
§Rocheste Se S Arr 6,476,499 5,052,201 5,251,635 —18.9 +3.9 353,861 351,728 —0.6 
Rock Island- — 3,112,400 3,103,478 2,791,320 —10.3 —10.1 198,324 184,716 —6.! 
Sacramento, Cal. oa 3,050,047 2,724,530 ?,950,234 —3.3 + 8.3 213,346 245,140 +14? 
San Antonio, Te Mss deat 2,387,147 2,168,942 2,509,986 +5.1 +15.7 125,486 176,559 +40. 
San Diego, Cal. ....... 5,029,970 4,258,202 4,330,418 —13.9 1.7 278,082 268,870 3.) 
San Francisco, Cal. ... 5,704,980 5,427,688 5,743,024 +0.7 + 5.8 376,131 385,883 +26 
Seattle, Wash. ........ 3,700,626 3,200,818 3,837,03 +3.7 +19.9 194,390 256,830 +82) 
**South Bend, Ind. .... 3,388,450 2,543,625 1,885,406 —44.4 —25.9 186,581 116,285 —87. 
S§Spokane, Wash. 2,676,646 2,547,328 »,341,150 —12.5 —8.1 186,704 143,542 —23.! 
ee RN Bs none kee 6,973,885 6,445,175 6,366,140 on, 7 ans 9 379,115 390,025 +29 
i77#St. Paul, Minn. ..... 4,415,889 4,457,322 3,652,569 —17.3 —18.1 252,360 248,788 —i4 
4, Se i Ae 4,191,049 3,710,523 4,301,059 2.6 +15.9 272.349 295,106 +8.4 
*Tacoma, Wash. 2,306,996 2,089,990 > 155,692 —6.6 + 3.1 146.1 32 135,142 —1.5 
Tampa, Fla. .......... 2,270,384 2,210,040 348,668 +3.4 +6.3 134,288 150,794 +124 
Toronto, Ont., Can. .... 7,502,013 6,294,767 », 871,044 —21.8 —§.7 437,204 363,210 —16.! 
Troy, N. Y. 1,512,896 1,394,498 1,441,680 —4.7 +3.4 97,524 93,170 —4 
Tulsa, Okla ; . 78,542 3,188,088 3,115,126 — 7.8 —$3.3 206 948 189,994 —8.: 
Washington, D. C. .... 13,121,446 11,730,053 11,662,984 —11.1 —0.6 829,835 835,361 +0. 
"€ Worcester, Mass 4,180,951 3,971,436 3,665,866 —12.3 —7.7 280,912 231,782 —1i 
Youngstown, O. ....... 345,978 2,767,670 2 531,350 ~24.4 a 179,235 191,772 +7.6 
J —— — _— en — — 
Total . .375,904,618 339,873,286 338,272,446 —10.0 =n, 22,526,656 22,331,685 +1! 
‘Akron Times-Press discont ntinued Aug. 28, 1938. 
New York American discontinued June 24, 1937. 
tBrooklyn Times-Union discontinued June 8, 1937. 
§Journal and Sunday American discontinued June 8&8, 1937 
*Daily Ledger discontinued June 23, 1937 
**News-Times discontinued Dec 28, 1938 
Milwaukee News discontinued Jan. 14, 1939. 
Oklahoma News discontinued Feb. 24, 1939. Linage for week ended Apri] 29, 1939, includes anniversary edition 
"*"Worcester Post discontinued Oct. 1, 1938. 
§§Spokane Press discontinued March 18, 1939. 
f77St. Paul Daily News discontinued April 30, 1938. 
Photo Guild Moves 
Free-Lance Photographers Guild, 
New 
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The rates for this department are as follows: 
“Positions Wanted,” 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


\ll other classifications (single insertion rates): 
Write for folder describing discounts for term insertions. 


; pe r inch. 


30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 


Terms 
We Shins 


$2.75; 1 to 3 in., 


a 
POSITIONS WANTED 


HELP WANTED 


—" in technical catalog illus- 
! yn, perspectives and retouching 
wi hes free lance connections with 
.gencies handling industrial accounts, 
"sy. GC. Ullrich, Dearborn 3983, 
floor, 75 E. Wacker Dr., Chicago. 
Editorial Assistant 

oung woman with eight years ex- 

rience on trade and specialty mag- 
sit es, make-up, proof reading, copy 
writing, also secretarial. Will go any 


ox 1 1759, ADVERTISING AGE, Chgo. 


<tecethubne Manager for industrial 
oneern. Agency and newspaper ex- 
nerience. Can write effective copy. 
Knows how to buy engraving, print- 
ing, ete. Ready to start at nominal 
salary. Address 

Box 1760, ADVERTISING AGE, Chgo. 


10th 


Reliable young woman thoroughly ex- 
nerienced sales promotion, advertis- 
ng. direct selling, interested sales 
work in Chicago. Excellent refer- 
enees. Moderate salary to begin. 
Rox 1750, ADVERTISING AGE, Chgo. 


REPRESENTATIVES AVAILABLE 


Has your medium real merit? Want 
more lineage? Aggressive producer, 
16, since 1932 on a large city news- 
, 14 years in advertising, univer- 
graduate who's kept informed, 
seeks change. You'll be glad you 


inswered. 
ADVERTISING AGE, Chgo. 


ee ee 


Box 1762 

Advertising Salesman; fine record; 

vears of experience, New York, New 
} England, Penn.; available June 1. 

Box 1753, ADVERTISING AGE, N. Y. 


HELP WANTED 


ADVERTISING SALESMAN must be 


} thoroughly experienced in promotion 
if feature pages and special numbers. 
) Promoter with excellent reputation 
ind acquaintance among high grade 
newspapers, re-entering business, has 
opening for man as assistant who 
an prove himself capable of signing 


uusiness and directing and develop- 
ng salesmen. Attractive commission 
nd share of profits arrangement to 
) the man who can qualify and is will- 
» ine to work hard to prove himself. 


| Address 
Box 17638, ADVERTISING AGE, Chgo. 


Man efficient and capable to assist in 
promotion of Company manufacturing 
highest quality cosmetics. Selling 
their merchandise by National Adver- 
tising, through contest plans. Liberal 
commission to real producer, together 
with executive position with the Com- 
pany when financing program has 
been completed. Write 

Box 1745, ADVERTISING AGE, Chgo. 


MISCELLANEOUS 
PUBLISHER INTERESTED IN TAK- 
ING OVER GOING DIRECTORY OR 
ANNUAL rt ICATION. WRITE 
FULL DETAIL 
Box 1761, ADVERTISING AGE, N. Y. 


LETTERS—LISTS—REPORTS 


Sales letters that “tell & sell” com- 
posed to fit F.T.C. regulations. Mail- 
ing lists (new) compiled to fit sales- 
plans. Special personal reporting 
service on any Washington activity, 


statistical or representative. Write 
for valuable information No. 47. Ex- 
ecutives Promotion Service, Wash- 


ington, D. C. 


YOU CAN USE THEM TOO! 
your business needs these wonderful 
business builders. Let us show you 
how other firms are using PHOTO 
AD-CARDS to their advantage. 
GRAPHIC ARTS PHOTO SERVICE 

Third & Market, Hamilton, Ohio 


MAKE EVERY DIRECT-MAIL 
dollar count for two, by using new- 
est Photo-Offset process; reproduces 
anything that can be printed! 

NO TYPESETTING and ENGRAVING 
EXPENSE!! 

Ideal process for reproducing 

types of direct-mail literature, in- 

struction sheets, house organs, sales- 

men’s manuals, portfolios, charts, etc. 

Short runs without penalty. 

500 COPIES (&8%”x11”) $2.63 
Additional hundred copies only 22c 
Even lower prices for quantity buyers. 

All sizes supplied. Send for free 
informative Manual. 
Laurel Process, 480 Canal St., N.Y. C. 
For a trained representative in New 
York and the Metropolitan Area, just 
phone WAlker 5-6@526. No obligation. 


all 


WANTS 


PRODUCTION MAN 


If you're seeking a production man who can step right 
into the harness. handle a multitude of details. work 
fast, and save money on purchases—then here’s your 
man! Years of agency and newspaper experience have 
taught him how. He’s thoroughly familiar with all the 
mechanics of advertising production and is willing to 
start for a nominal salary. He can be reached at 


Box 1758, Advertising Age, Chicago 


A JOB! 
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Prudential to 
Make Debut on 
Network Program 


New York, May 10.—Using net- 
work radio for the first time, Pru- 
dential Insurance Company of 
America will sponsor a new serial, 
“When a Girl Marries,” on the Co- 
lumbia Broadcasting System, begin- 
ning May 29. The program will be 
heard on 50 stations, Monday 
through Friday, from 2:45 to 3 p. m. 
Benton & Bowles is the agency. 


Ford Continues in Summer 


Contrary to its usual custom, 
Ford Motor Company will continue 
to broadcast throughout the sum- 
mer on the CBS network at the 
regular Sunday evening hour, 9 to 
10. The seventh series of concerts 
by the Ford Symphony Orchestra 
will begin on June 11. N. W. Ayer 
& Son handles the account. 


To Broadcast Film Premiere 


Marking the first time that a mo- 
tion picture company has bought 
time on the air to present one of its 
previews, Twentieth Century-Fox 
Film Corporation will broadcast the 
world premiere of “Young Mr. Lin- 
coln” on May 30. The program, 


from Springfield, Ill., will be heard 
over 60 stations of the Mutual 
Broadcasting System. Marian An- 
derson, negro contralto, will appear 
on the program. 


Pall Mall Starts 


American Cigarette & Cigar Com- 
pany will launch “Music by Mal- 
neck” on behalf of Pall Mall cigar- 
ettes on 52 stations of the CBS net- 
work, starting June 1. The program 
will feature Matty Malneck and his 
orchestra and will be aired on 
Thursday night from 7:15 te 7:30. 
Young & Rubicam is the agency. 


New Jergens Series 


Promoting Woodbury powder, 
soap and cream, a new series will 
be presented by Andrew Jergens 
Company on CBS July 7. The pro- 
gram, with talent as yet unselected, 
will be carried on 35. stations 
for the first 13 weeks, after which 
27 will be added, making a total of 
62. It will be heard on Friday 
from 7:45 to 8 p. m. Lennen & 
Mitchell placed the contract. 


P & G Rebroadcast 


Procter & Gamble has signed 
with the National Broadcasting 
Company for a rebroadcast of “Life 
Can Be Beautiful” over 13 stations 
of the Red network. The program, 
promoting Ivory soap, will continue 
over CBS and will be rebroadcast 
on the NBC network from 5 to 5:15 
p. m. until Sept. 4, when the 


time will be changed to 5:15. 
Compton Advertising is the agency. 


Long Term for Kate Smith 


General Foods Corporation has 
signed Kate Smith to a three-year 
non-cancellable contract, at a re- 
puted salary of $7,000 a week. 


Poor Richard Club 
Nominates Wiedemann 


G. Adolph Wiedemann, Phila- 
delphia Evening Bulletin, has been 
nominated for president of the Poor 
Richard Club. 

Other officers nominated are E. O. 
Bretz, advertising manager, Gulf 
Oil Company, first vice-president; 
Howard <A. Medholdt, Aitkin- 
Kynett Company, second  vice- 
president; Dr. Franklin R. Cawl, 
Farm Journal, secretary; James J. 
Stinson, Gatchel & Manning, treas- 
urer, and Paul A. Bein, C. F. 
Rumpp Company, assistant treas- 
urer. 


“Cue” Appoints Two 

Cue, New York, has appointed 
Hagemann-Cottingham, Chicago, as 
Western representative, and War- 
wick S. Carpenter, Santa Barbara, 


Calif., as Pacific Coast representa- 
tive. 


Paul Promoted 


Louis Paul, for 14 years in the 
media department of Henri, Hurst 
& McDonald, Chicago, has been ap- 
pointed space buyer. 


PRINTING 


Polk at La Salle Street 


PPc 


.....@ Dependable 
PRINTING SERVICE 


¢ Local and National e 


There is hardly a business that could not afford to take 
advantage of the services rendered here. Firms of approved 
responsibility, both local and national, discover an unusual 
faculty for service in our large and complete plant: : 


: These 


customers know from experience that Printing Products 
Corporation has made and maintained a reputation for 
doing more than just good printing : : : and know they can 
expect those many indefinable, added measure efforts as a 


part of our service : : : Important for your consideration is the 


ability of this Company to serve you as satisfactorily. We 


welcome an opportunity to work with and for you. 


Serving Customers in 48 States 


PRODUCTS CORPORATION 


Established 1888 


Chicago, - - Illinois 
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N. Y. Fair But One 
of Many ‘Lures’ 
for AFA Conclave 


New York, May 11.—The New 
York World’s Fair will be but one 
of the many attractions in store for 
visitors to the Advertising Federa- 
tion of America convention at the 
Waldorf-Astoria here June 18-22, a 
preview of the program revealed 
today. 

“Advertising Today Builds To- 
morrow’s Prosperity” has been se- 


lected as the theme for this year’s 
conference. Keynoter for the con- 
vention will be Paul W. Garrett, 
director of public relations of Gen- 
eral Motors Corporation, whose ad- 
dress will be given at the opening 
general session. 

Another highlight of the conven- 
tion will be the announcement of 
radio’s new code of program stand- 
ards by Neville Miller, president of 
the National Association of Broad- 
casters, at a meeting of the Sales 
Managers’ Division. 

Bruce Barton, president of Bat- 
ten, Barton, Durstine & Osborn, 
will be a major speaker at a spe- 
cial convention session to be held at 
the Fair, with an international as- 
pect to be given this session in an- 


Crawford, governing director of W. 
S. Crawford, Ltd., a major London 
advertising agency. 

Final details are now being com- 
pleted for departmental meetings. 
Industrial preparedness is the 
theme of the Industrial Advertising 
departmental sponsored by the 
National Industrial Advertisers As- 
sociation and Associated Business 
Papers. Speakers will include 
Louis Johnson, assistant secretary 
of war, and Allan Brown, director 
of public relations of the Bakelite 
Corporation, with James R. White, 
president of Rickard & Co., serving 
as chairman. 


Plan Premium Forum 
The Premium Advertising Asso- 


forum” on “Is it true what they 
say about premiums?”, a feature 
similar to that used by the PAA at 
its own convention last year. 

The sessions on direct advertis- 
ing will offer L. Rohe Walter, ad- 
vertising manager of the Flintkote 
Company; Thomas Q. Beesley, ex- 
ecutive secretary of the National 
Council of Business Mail Users, 
and James T. Mangan, director of 
advertising and merchandising, 
Mills Novelty Company, as featured 
speakers. 

Chester Lang, advertising man- 
ager of the General Electric Com- 
pany, will direct the AFA’s public 
relations conference. Included in 
this session will be a discussion of 
public relations programs for ad- 


other address by Sir William S.| ciation will present a “housewives’ | vertising clubs. 
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THERE IS SIGNIFICANCE IN NEWSWEEK’S APRIL GAIN 
OF 70% IN ADVERTISING LINAGE. 


Newsweek’s progress is getting to be a familiar story in advertis- 
ing circles these days . . . month after month, it’s been ringing the 
bell with hefty increases. 


What’s the cause of such consistent climbing? A fast-growing 
recognition of the outstanding merits of Newsweek’s market. More 
than two-thirds of its 330,000 families are in the business executive 
and professional classes . .. men and women of prominence and pres- 
tige in their communities. Their own large-scale purchases are many 
times magnified by the buying of those they influence. 


Newsweek offers astute advertisers a double-barreled selling power 
.. yet it’s buyable at extremely economical rates. 


Stuart Sherman, of Benton & Bowles, Chicago, 


says: “Your slogan, ‘The Magazine of News 


Significance,’ expresses my thought completely. 
.15 they say on the street, you are going places.” 


E MAGAZINE OF NEWS SIGNIFICANCE 


Three luminaries well known tp 
all advertisers will develop the con. 
vention theme at a general lunch. 
eon session scheduled for the con. 
ference’s third day. They are 
Elizabeth Arden, George Sokolsky, 
writer and commentator, and Don 
Francisco, president of Lord &% 
Thomas. 

Other groups in addition to those 
previously mentioned which wil] 
hold meetings in conjunction with 
the AFA are the Newspaper Ad. 
vertising Executives Association: 
Public Utilities Advertising Asso. 
ciation and Alpha Delta Sigma, na. 
tional advertising fraternity. 

As in previous years, the AFA 
convention program will also ip. 
clude formal announcements of the 
winners in the essay contest spon. 
sored by ADVERTISING AGE. 


Herbert Porter, 
Atlanta Publisher, 


Succumbs at 49 


New York, May 11.—Herbert Por. 
ter, publisher of the Atlanta Geor. 
gian and American for the past five 
years and long active in Southem 
advertising circles, died here today 
after failing to rally from an opera- 
tion performed last Saturday. Mr, 
Porter was 49 years of age. 

Born in Omaha, Mr. Porter moved 
below the Mason-Dixon line in 1918 
as automobile advertising manager 
of the Birmingham News. A year 
of outstanding work for this news. 
paper brought him the advertising 
manager’s post on the Atlant 
Georgian and Sunday American. He 
later held a similar post on the 
Atlanta Constitution, returning 
the other two papers in 1931 a 
vice-president and general manager 
He was made publisher in 1935. 

Mr. Porter was a staunch advo- 
cate of honesty in advertising and 


7 


~— 


received recognition for his efforts 
in this cause when he was name 
chairman of the advertising conm- 
mittee of the Southern Newspaper 
Publisher’s An. 


John F. Vanes. 
Production Expert || 
Passes Away at 3%" 


New York, May 9.—John Frazie 
Vance, publisher of the Upper In 
come Group of New York hoté 
magazines and vice-president o 
R. L. Johnson, Inc., died here May 
5 of complications following an ap- 
pendectomy. He was 38 years old 

An expert in typography, M: 
Vance was production manager ¢ 


: 


Architectural Forum, Fortune ani 
Life for Time, Inc., from 1931 unt 
1936. 
SAMUEL BOAL DEAD 
Cleveland, May 9.— Samuel 2% 
Boal, 48, copywriter with Foster é 
Davies, died suddenly at Clevelané 
Clinic Hospital Saturday. Prior © 
his association with the agency 
years ago, Mr. Boal was advertising 
manager of William Taylor Son é 
Co. 


—— 


SAYS THE CIGD WHO CHION 


CHICKENS LAY GOLDEN 
EGGS IN NEBRASKA AND 
SOUTHWESTERN IOWA — 

OVER OWE BILLION E665 
A YEAR — WORTH MORE 
THAN IS MILLION 


CO, 


eae es § 2 of tet Omane 
wome uf . megust Goon 


THIS “RICH MARKET 
IS COVERED THOROUGHLY BY 


ie oe 0 MA H A 


World-Herald 


National Representatives: O'Mere & Ormsber. "© 
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PEDOMETER? 


THE WEEK 


HAVING A WONDERFUL TIME 


cae. 
ce 


Despite the position of this calculating 

instrument, the experts call it a pedom- 

eter. The lady is assisting in Kahn-Vree- 

land hosiery “mileage” tests. (Story on 
Page 4.) 


MOVES UP 


Pick up these beautiful Cards as you drive... Mail 
them to your friends. There's no obligation. Get 
them from any Union Oil dealer or service station 


Everyone kaows how the faiks “st home* 
fove tw recerve picture cards from fricads or 
relatives on « crip. Well, we have them for 
you! Seeas postcards perated in four colors 


ter, and oaturally, we want soe to keow 
more about our setvice, and abun 76 Gas. 
olipe and Triton Mowe Oil - sed by so 
maoy thousands af motorists 


trom natural-color phosogiaphs Try « tankfal of 76, You'll enjoy,its 
Lach month we will issue 4 new series of — smooth, anc-knodk performance, ital 
carda fot you—colortal pictures of places wo — mileage, and surplus of power. Voo ' 

see in the stare in which you are traveling = ger "6 wherever you go. in the West! 
or living. ( Distribution of cards in each 
mate will be of senes in that sate only 


HOW ' DO YOU GET THE CARDS? 


i's as cumple a2 ABC. The cards ate free 
All you do & drive in w say Uniow OF8f 
dealer of service station and ask for them, 
We want to heip you know your West ber- 


UNION OIL COMPANY 


WNED AND OPERATED FOR OVER 48 YEARS BY PACIFIC COAST PEOPLE 


Fred R. Cross, director of advertising 

for Stewart-Warner Corporation, has 

been named sales manager of the Ale- 

mite retail sales division. He succeeds 

C. A. Fine, who will shortly assume new 
duties with the company. 


} Union Oil Company will help vacationists tell the folks back home all about the 
glories of the West by offering free post cards which will be available at any 
Union Oil service station. 


PHOTOGRAPHER MAKES GRAPHIC RECORD OF AFFILIATION CONVENTION 


Upper left, Allen L. Billingsley, president, Fuller & Smith & Ross, and general convention chairman, in a jovial mood. Center, 
candid camera catches Donald A. Thomas, Larkin Company, Buffalo, secretary-treasurer of the Affiliation, as he chats with 
Sam Vining, of Westinghouse. Below, C. M. Elliott, Reid Press, Hamilton, retiring president, and John F. Patt, Station 
WGAR, and president, Cleveland Advertising Club, exemplify traditional neighborliness. Upper right, A. J. Davies, Davies 
' McKinney, Erie, shows interest in an exhibit, while Mrs. John L. Ashby, wife of prominent member of Erie club, encourages 
‘m. Lower left, John McGuire, of Chrysler and president, W indsor Advertising & Seles Club, makes notes as Harford Powel 
trtolls work of — Center, Hamilton delegation to convention. Lower right, E. P. Harrison, advertising manager, 
Rochester Packing Company and president, Rochester Advertising Club, watches proceedings. 
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FOOD ADVERTISERS GATHER AT WHITE SULPHUR 


At the Associated Grocery Manufacturers Association meeting (top): F. W. 
Shepardson, Maltex Company; W. P. Rogers, California Packing Corporation; 
Paul S. Willis, AGMA president. Wm. Robbins, General Foods, and Wm. Todd, 
George A. Hormel Company. (Bottom) Marie Sellers, General Foods; Wm. 
Mohan, Scott Paper Company; Zola Vincent, AGMA. Edger Kobak, Lord & 
Thomas. Al. Matheny, Progressive Grocer, and Wm. Robbins, General Foods. 


SMOKING RESEARCH PROVES THE POINT 


Seeing is Believing ! 


HERE'S AN INTERESTING 
“CIGARETTE COMPARISON... 

See how it’s made by Al 
Conklin of Dartmouth 


alb over che country ace lesraing whet AR 

(right) @ showing & group of Darumouch 

eee Ws © ering wey © compere cigereues by 

watebbag shem bare’ Al in wong che beacling 

. find the one ther bucts dowew! Which 

won? CA-MB-L..by » wish margin! The rea- 

- pobdeteos, engerdy biendel ia a cigarette 

et prowsy, comnpletaly —sm.bes coolee ul 
une 


— Retenety, 2 grome of sereatists rem thin easeroa- 
‘ heboratory test om a big ger ole 16 of the 
f "i eellemg cigureste beams: were rated tame 
rt yay CAMELS BURNED SLOWER 
ae ANY OTHER BRAND TESTED — 
¥ 29% SLOWER THAN THE AVERAGE 
| TOME POR THE OTHER BRANDS, (Consol: 


“Leck how slowly the Camel burns compared w the other brands,” Albert |. 
Conklia points owt w the buoch Everyone agrees that Camels win hands down. 
“No wonder Camels smoke 87 9¥0! aod wild,” Al adds. “And that must haves loc 
eoery x to do with why Camels have such an appealing taste!” 


you'veenjoyed the rby ll of » mellow, 

ripe-tagtiag Came |, yow'!| seow that 

can thee the place of coethver roduc. os! 

Whar s evederial pleasure ic is wo get et with « 

cigatecer that in really weld — 4 menhlew blend, 
mode wo give you oll tbe pleasure so smoking 
Commels have mare pobacco by weight thew 
the overage of the 1) ether bromds tested. 


—— Bevider, Comals burn shows: thew ony of 
theve other bromds. And by berwing 1% 
shower than the gresoge 6| the \ other of 
the og beweds Camel: pire yom 
the equivalent of 5 cxvts smokes por pack! —~ 


Comets give you even mors for yout awory when 
yoo coynt le Camels fines, more expeasive cobas 
con. Buy sherwdiy! Boy Cxmets. Acworics’s bre 
Seti ye ahem meneame 


Oe er eee & fee ee 
THE CIGARETTE OF COSTLIER TOBACCOS 


New merchandising keynote for Camel copy. (Story on Page 19.) 


GETTING SOME FEMININE POINTERS 


Time out for some feminine conversation during the National Association of 
Chain Drug Stores Association conclave at White Sulphur Springs. Left to right 
are: Harry A. Schwartz, vice-president, Americen Safety Razor Corporation; 
Harry Cooper, general sales manager of Cooper & Cooper; Mrs. Jules Salomon, 
whose husband is merchandise manager of Cunningham Drug Company; Mrs. 
C. B. Larsen, wife of the Cunningham vice-president; and Charles |. Luckman, 
vice-president and general manager of the Pepsodent Company. 
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ADVERTISING AGE 


May 15, 1939 


NEW YORK + CHICAGO + DETROIT - 


HOW’S YouR Stomach Trouble? 


. Not a nice headline... but the ailment is rather 

common among food manufacturers in New York City. 

The disease isn’t a result of over-doing, but usually 
of under-selling. 

When circulation is sluggish, stocks get constipated. 
If the stuff sits on the shelves too long, the grocery 
trade gets sour on it. And jobbing salesmen get sore 
jaws pushing products that don’t pass on. 

The trouble is usually due to a deficiency in Vitamin 
FD (Family Demand), caused by inadequate or improper 
advertising. 

Vitamin FD burns up a lot of groceries. You need 
this particular vitamin to force food products through 


some twenty-odd thousand outlets. 


A remepy highly endorsed by many successful food 
manufacturers is a steady diet of Journal-American, rich 
in Vitamin FD. 

When your advertising gets into the Journal-American, 
it starts going places—places which do it a lot of good. 
It gets the benefit of 600,000 home-going circulation, 
the largest evening circulation in America. 

This circulation probably includes more chorus girls 


who breakfast at five, more society women who never 


get on speaking terms with a grocer, more dyspeptic 
bankers, and more drug store lunch counter customers 
than most other papers—but it also includes more 
families! And more women readers, housewife readers 
than most other papers. 


You need this large package of circulation to get 
action in this large market. And in 600,000 circulation, 
you reach about one-quarter of the families in this 
market. Advertising to one out of four customers of 
every grocery store is advertising that gets action, makes 
demand that a dealer feels! 


And in this 600,000 circulation, you get a high 
readership of women because this newspaper interests a 
lot of women— quite a lot. You also get a lot of kids, 
and you know what kids do to food, with frequency 
and despatch? 


And another thing that makes the Journal-American 
appetizing to food advertisers is its low cost — $1.00 a 
line daily, lowest standard-size milline in New York. 
(And only $1.25 on Sunday for more than 1,000,000 


circulation.) 


Call in one of our experienced specialists, and learn 
more about Vitamin FD. Consultation free! 


New york Journal-American 


Represented nationally by: RODNEY E. BOONE ORGANIZATION .. . with offices in 


PHILADELPHIA + PITTSBURGH + BOSTON + ROCHESTER + BALTIMORE + ATLANTA + SAN FRANCISCO + LOS ANGELES + SEATTLE 
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